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Lecturers from 
Continent 


Lecturers and demonstrators 
from Holland, France, Italy, 
Germany and other countries will 
be attending the second National 
Display Convention and Exhibi- 
tion, to be held at the Old Horti- 
cultural Hall, Westminster, from 
September 20-23. 

It will be opened by Sir 
Richard Burbidge, chairman of 
the Harrod’s Group of stores. 

The sessions will cover store 
planning and shop fitting trends, 
a discussion on display ideas 
from six European countries, and 
displays in multiple stores. 

One session will deal with the 
point of sale factor as seen by 
the advertiser, the advertising 


ent and the display producer. 
The presented 


advertiser will be re 
by Eliot Warburton, president, 
Incorporated Society of British 
Advertisers, the agent by Drum- 
mond Armstrong, director, Insti- 
tute of Incorporated Practitioners 
in Advertising, and the display 
producer, F. J. Clements, presi- 
dent, Display Producers’ and 
Screen rinters’ Association. 
Leon Goodman, past president of 
the Display Producers’ and Screen 
Printers’ Association, will take 
the chair at this session. 


GUIDE TO MEDIA 


AND COSTS 


The Peacock Di - issued by 
S. C. Peacock Lid., contains an 
extended media guide on a costs 
basis, including the provincial 
press. 

Costs of space are computed 
as at June |. They are given for 
national dailies, Sundays, and 
for morning and evening pro- 
vincial newspapers, at the cost 
per s.c.i. per 1,000 circulation, 
and for magazines at the cost 


per page per 1,000. Key space 
rates are also listed. 


To The Editor .. 


‘Pamphlet’s aim to 
emphasise interests 


of readers’ 


Sm,—The authors of the leaflet 
issued by the British Engineers’ 
Association and the British Elec- 
trical and Allied Manufacturers’ 
Association, and criticised by 
S. E. B. Tottman in your issue of 
August 12, are not “electricians 
and engineers” but experienced 
advertising managers, employed 
by some of the largest companies 
in their industries, so that they do 
not need anyone to “explain to 
them the fundamentals of the 
subject.” 

As large and consistent spen- 
ders on advertising in journals 
outside their own immediate 
industries, they appreciate “the 
functions of the two quite dis- 
tinct types of publication.” 

The principal object of the 
leaflet is to encourage the en- 
hancement of the appearance of 
trade and technical periodicals, 
to emphasise the interests of the 
reader and so increase the circu- 
lation and value of these publica- 
tions. 

M. H. L. Watrenouse 
L. W. Mappen, 
Joint Secretaries, 
Joint Publicity Committee of the 
British Engineers’ Association 
and the British Electrical & 
Allied Manufacturers’ Associa- 
tion. 


‘Deemed consent’ 


suggestion 


Sin,—With reference to the 
“developing practice of erecting 
posters on ‘deemed consent’ 
sites” (August 19). 

You advise caution. Would it 
not be better if all concerned 
with outdoor advertising agreed 
to cease altogether from taking 
advantage of the “deemed con- 
sent” clause, and make, instead, 
formal applications for any desir- 


able sites. 

H. E. Hewrrr. 
22a T Road, 
Bri 


Opportunities in 
the provinces 

Sm,—Every so often I receive 
from the IIPA a list of adver- 
tising people seeking appoint- 
ments. Rarely, if ever, does an 
applicant show willingness to 
consider a post outside the 


London area. In a recent list of 
18, of which half were 25 years 
or less, only one (aged 28) was 
prepared to work in_ the 


One day job-seekers’ will 
realise that there are many fine 
opportunities outside London 
with salaries at least up to the 
£850 p.a. mark, many with scope 
for future directorships. 

PROVINCIAL AGENT. 

(Name and address supplied) 


THIS WEEK 


Background story to a campaign 
which brought in £1 million 
worth of business—page 398. 
NEXT WEEK 
Survey of handicrafts, hobbies 
and models press. 


Cuneiform writing 


Sin,—We were very interested 
in Roger Darcy's article (August 
12) comparing Iraq Oil in 1953 
with The Kent ou Refinery. 

It will be of interest to Mr. 
Darcy and your readers that the 
background of the cover of Iraq 
Oil in 1953 is not an abstract 
design but is a photograph of 
cuneiform writing re Babylon. 

T. BARBER. 
Iraq Petroleum cineca, Ltd. 


Like the BBC? 


Sir,-One’s hopes that the 
ITA would provide something 
better and different from the 
BBC have received a nasty jolt 
from Sir Kenneth Clark’s re- 
ported statement that “we are 
going to provide an alternative 
service, not a competitive one.” 

J. L. BuLtock. 
14 Greystone Gardens, 
Kenton, Middlesex. 


Auoust 26, 1954 


‘Radio Review’ find 


the lady 


Leading Dublin advertising 
agents were present at an even- 
ing’s entertainment at _ the 
Hibernian Hotel to mark the con- 
clusion of Radio Review's three- 
month search for “Miss Radio 
Luxembourg.” 

The winner was Miss Phil 
Tubridy, of Monkstown, Co. 
Dublin, who collects a £250 prize, 
many additional awards, a holi- 
day in Luxembourg, and a 
chance to broadcast from that 
station. 

The Lord Mayor of Dublin 
(Ald. A. Byrne) was present. 


10,000 programmes 


Star Sound Studios, who 
recently completed their 10,000th 
commercial radio programme 
since 1947, state that, in addition 
to their other activities, they are 
now able to offer full 35 mm. 
film (picture and sound) facilities, 
and can undertake the provision 
of all ancillary services. These 
include scripting, casting, direct- 
ing. lighting, titling, cutting and 
all final processing, make-up, and 
set construction. 


Twenty-five years ago 


August, 1929 
Lord Leverhulme ge gS adver- 


tising against a , nme of rit 
ata meeting of the B: tis Metheant 4 
cal Association. 

+ * 

Plans were being discussed by the 
British, American and Continental 
Advertising Associations to form an 
International Advertising Associa- 
tion. 

* * + 

Alfred Bates & wy — cele- 

brated their coming of 


* * * 
An international advertising con- 
vention was held in Berlin. British 
delegates included Lord Riddell, 


Sir William Crawford, the Earl of 
Suhuaiend, and Sir Ernest Benn. 
‘ 
exotiation were takin ai for 
e over b Odhams Press Ltd. 
- the Daily Herald which at that 
time was owned by the Trades 
Union Conpem. m ‘ 
An spat more bread” campai 
was aes. aes 
* ak 


Pritchard & Partners, Lid., were 
amalgamated with W. S. Crawford 
Lid. New appointments to the 
Crawford board included H. A. 
Gughicn, Mrs. M. K. Havinden, and 
Saxon Mills. 


Walkers 


gthowearés] 
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The Dorland Attitude to Commercial Television . . . No. 3 


5, meee r | : ~~ % C ‘a Duncan Ross 
or TELEVISION N ke speaks with 
authority on 


FILMS... 


When Duncan Ross joined the 
B.B.C. seven years ago he brought 
with him over twenty years’ experi- 
ence of the cinema and theatre. At 
one time the youngest cinema man- 
ager in the Gaumont-British circuit, 
he later became a scenarist, director 
and producer of documentary films 
He joined the B.B.C. Television 
Service in 1947 and in 1952 he re- 
turned to films for a time, having 
been seconded from the B.B.C. to 
act as scenario adviser to the 
National Film Board of Canada. 


...and on 


TELEVISION 


A full member of both the Screen 
Writers Association and the Tele- 
vision Producers’ Guild, Duncan 
Ross is unique in his experience of 
both fields, achieving such T.V. 
successes as “The Course of 
Justice,” “ Dockland,” “ The Mag- 
istrate’s Court,” etc. The most 


“IT’S BOTH” 
says 
Duncan Ross 


“80%, of T.V. advertising in the 


, mt example of his versatility is 

U.S.A. is film-produced for economy rete the _ the Sitoriont i 

a and convenience,” says the Dorland “Captain Banner” in connection 
T.V. head. “ Obviously film will be used here, but it must be film as seen with which the Daily Sketch (August 
through the T.V. camera’s eye, addressed not to a mass audience but to a 9th) said :—" His entry into the 
handful of people in the intimacy of their own home. The productions in cam be he ore — 
hand at Dorland carry this belief out. They will be film-produced but they was neat aaa 


are Television-planned ”’. 


DORLAND ADVERTISING LTD. 


DORLAND 


Incorporated Practitioners in Advertising 


Dorland House, 18/20 Regent Street, London, $.W.1. "Phone Whitehall 0112. 
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THIS IS IMPORTANT NEWS for all connected with the garage and transport indusury. 

On 7th January 1955 the first issue will appear of Garage and Transport Equipment. This is a 
new monthly magazine written specifically for transport and accessory equipment users in 
Great Britain. 

Its purpose will be to provide up-to-date information concisely written and illustrated by 
picture and diagram. It is published solely for the men responsible for buying, selling and 
specifying goods in the garage and transport field. 

The guaranteed minimum circu- 


lation will be 15,000 copies — all read a Sa 
by named Specifiers and Buyers. Cir- 
culation will be proved every month DO YOU SELL 
by printer’s statement and Post Office hicl Panel-beati 
receipt showing exact number of copies — Pistons —- 
printed and mailed. Trucks Spraying Plant 
For advertisers this means a reader- | — — & Liners 
ship composed exclusively of the people a a . 
they want to reach. No wastage at all! ; Pcakes Compressors 
down lowest Carburettors Windscreen Wipers 
aane page Hom, ages Welding Services | Windscreen Washers 
figure possible. ‘ , Repair Services Car Radio 
Garage and Transport Equipment, like Power Kits Clutch Facings 
Hulton’s highly successful Production Shock Absorbers Filters 
Equipment Digest, will be an invaluable Ollls Finishes 
‘ ; Petrols 
source of up-to-date information and a Batteries Lubricating Equipment 
powerful advertising medium for that sec- Components Heaters 
tion of industry which it will serve. Aasspoatins Carpets 
<i 
N AND “‘SELLING” USE ety ttery 
FOR INFORMATION A Ex B Equi 
GARAGE AND Gauges Degreasing Plant 
TRANSPORT E U | GARAGE AND TRANSPORT SQUMENT 
HULTON PRESS LTD., 43/44 SHOE LANE, LONDON, 5.C.4. CENTRAL 7400 a SSS 
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INTRODUCES YOUR 


PRODUCTS TO THE 
HOMES OF 
NORTHERN 
IRELAND 


Commercial TV 


ITA PLAN 
FOR RAPID 
EXTENSION 


HE intention of the 
Independent _ Television 
Authority to extend its 


service as quickly as possible 
beyond the three projected 
stations for London, the 
Midlands and South Lanca- 
shire, is now apparent. 

The ITA yesterday (Wednes- 
day) issued through the medium 
of press advertisements an invi- 
tation to those interested in 
becoming programme contractors, 
to get in touch with the Authority 
and submit an outline of their 
plans. 

Applicants were asked to give 
a broad picture of the types of 
programme they would provide, 
their proposals for network or 
local broadcasting of their pro- 
grammes, some indication of 
their financial resources, and the 
length of contract they would 


desire. 
Local services 
The Authority's invitation 
makes it clear that both network 
and local broadcasting are con- 
templated. (“Network” broad- 
casting means that the same pro- 
gramme is broadcast from two 
or more stations simultaneously, 
the stations being linked together 
by coaxial cable or radio links 
provided by the Post Office.) 
The Authority evidently hopes 
quickly 


They have the needs of So 
Wales, Yorkshire and Scotland 
particularly in mind, 

The chairman of the ITA, Sir 
Kenneth Clark, is believed to 
favour local programmes between 
6 p.m. and 8 p.m., with national 
programmes from 8 p.m. 

Choice of the director-general 
for the new service is likely to be 
made within the next fortnight. 


‘Express’ answer ‘Junior Mirror’ 


WILL LAUNCH NEW WEEKLY 
EIGHT DAYS EARLIER 


Beaverbrook Newspapers are to launch a “Junior Express” 
next Thursday, September 2. It will be a 16-page weekly, 
with eight pages in colour, including colour advertisements. 

The 


following details were Bi ti 
given to ADVERTISER'S WEEKLY | | romotion | 
yesterday (Wednesday) by T. &P : 
Black burn, vice - chairman, The Junior Mirror, to be 


launched by the Daily Mirror 
group, is scheduled to appear on 
Friday, September 10, and will 
also sell at 2d. 

The Junior Mirror has received 


Beaverbrook Newspapers : 

Page size will be half that of 
the Daily Express. Advertising 
rates for the first two issues, until 
the circulation has established 


- - - i £60 prodigious editorial promotion 
see i Sng tn Bh mak this past week in the Daily 
0: claiin rate, £22: 8 in. x Mirror. On Saturday its launch- 


ing provided the Daily Mirror's 
front page lead story. 

It is understood that a hea 
press advertising campaign will 


3c. solus, £40; 8 in. x d.c. solus, 
£32 ; 4 in. x d.c. front page solus, 
£25. 


The Junior Express will sell at open shortly, supported by 
2d. posters. 

W. (“Bill”) Austin, of the 
Group’s advertisement depart- 


Death of 
Ewart Berry 


V. Bwart Berry, a director of 
Kemsley Newspapers, died in the 
London 
Clinic yester- 
day (Wed- 
nes day), 
aged 54, 

He had 
been in poor 
health for a 

car or 80 
ut (was still 
at work until 
he had an 
operation in 
July. 
Mr. 
spent his 
life in 


the news 
He started with thiffe’s 


whole 
world. 


@ Continued in Stop Press 


ment, will be in charge of adver- 
tisements. T. M. McKay will be 
in charge of the editorial side. 
The Daily Express carries an 
announcement of the new weekly 
in to-day’s (Thursday's) issue. 
“We have had junior editions 
on and off for the past 25 years,” 
said Mr. Blackburn. “We always 
intended to give our junior 
readers a modern newspaper in 
every sense of the word, as soon 
as paper supplies permitted ; and 
now we are going to do it.” 


The British Standards Insti- 
tution is to set up a Consumer 
Advisory Council. 

The Council is to be a 
source of information and 
advice firstly to industry about 
the consumer's needs in rela- 
tion to domestic and personal 
goods; and secondly to the 
public about the safeguards, 
in the way of standards and 
other facilities, available to 
them. 


CONSUMER ADVISORY SERVICE SOON 


The Council will work in 
close touch with women's 
national organisations and 
with the industries producing 
consumer goods. It will be 
equipped to make the 
enquiries necessary to present 
those industries with clear 
statements of consumer needs. 

The names of the chairman 
and the members of the 
Council will be announced 
shortly. 
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Boom in ad spending brings most benefit 


to provincial press — 


‘STATISTICAL REVIEW’ SHOWS HOW 
NATIONALS ARE HANDICAPPED 


Jy XPENDITURE on press display advertising in the second 
quarter of this year was £18,137,654 — an increase of 


19.22 oy cent on the same 
given in the latest issue of 


uarter of 1953. This figure is 


“Statistical Review of Press 


Advertising” published this week, which comments also on 
how the provincial press benefits most outstandingly from the 


increased volume of advertising. 


The Statistical Review* states 
that the Spring quarter of 1954 
closed on an eminently satisfac- 
tory note, and adds: 

“During the riod we have 
seen the end of fourteen years of 
rationing, the last controls to go 
being those on butter, margarine 
and other fats, and meat. 

“The volume of advertising, 
as usual at this time, rose 
sharply from £16,068,396 in the 
first quarter to £18,137,654, an 
increase of nearly 13 per cent. In 
the second three months of 
1953 recorded expenditure was 
£15,213,374, so, over the year, 
the increase is 19.22 per cent. 

“Expenditure in April was 
25.35 per cent greater than it was 
last year, and in May the month's 
figure rose to £6,425,642, only a 
little less than the record total 
reached last October.” 

Commenting on how _ this 
revenue is broken down among 
media groups, the Statistical 
Review states: 


Provincials better placed 


“The figures reveal the extent 
to which provincial newspapers 
have benefited from the growth 
in advertising expenditure, They 
are better placed than national 
newspapers to accommodate the 
additional volume so that the 
revenues of the provincial dailies 
are higher by 45.56 per cent and 
of rovincial an suburban 
weeklies by 48.31 per cent, than 
they were a year ago. 

“Magazines also did very well 
with a 23.98 per cent increase, 
and the London evening papers 
were not far behind with a 
20.28 per cent rise in revenue. 

“The national morning and 
Sunday newspapers, however, 
appear to have reached the point 
at which, unless they can obtain 
more paper to publish larger 
editions, they are unable oF cscd 
vide much more space for adver- 
tisements. . 

“In the case of the mornin 
last quarter's revenue was only 
3.86 per cent greater than in the 
comparable period last year, 
whilst the figure for the Sundays 
is only 7.08 per cent higher. 

“Technical journals show a 
nice increase of 24.13 per cent 
compared with a year ago.” 


* Statistical Review of Press Advertis- 
ing published quarterly by the Legion 
Publishing Co. Led., £1 128. 6d. per 
single copy. 


Aggregate recorded expenditure 
for the first six months of this 
year amounted to £34,206,050, a 
rise of 18.58 per cent on the 
comparable period of 1953, 

Broadly speaking the same 
pattern as is shown in the com- 
parison for quarterly expenditure 
table was observed. 

In actual figures aggregate 
expenditure on display advertis- 
ing in the opening half of this 
year is £5,360,929 in excess of 
the figure recorded in the same 
half of 1953. 


COMPARISON OF THE QUARTERLY SPENDING “| 


1953 hort Per cent 
q ais 436 4,536,605 86 7 
London Mornings 368, 1 ’ + 
Loadon Evenings ,058,250 1,272,844 + 0-2 
National Sundays ove oop aa 699 648 1,820,016 + 7-0 
Provincial Dailies Ss es inl 933,713 2,804,650 + 45°56 
Provincial and Suburban Weeklies ... 598 904,116 + 431 
Magazines ~ “_ ioe oot 592,691 5,693,991 + 23-98 
Technical . 214 557,609 | + 13 
Trade ; 502,106 547,823 + 9 15 
Total ‘ ves see ove 15,213,374 18,137,654 + 19-22 
HOW INCREASED REVENUE WAS SHARED ” 
Increase Per cent Per cent 
Media Group ist half 1954 of Total of Total 
over 1953 | Increase Increase 
1953 over 1952 
—_— 1 , 
London Mornings 481,361 8-98 58 
London Evenings 391,537 733 7-81 
National Sundays at << os 206,179 3-84 12-77 
Provincial Dailies dee sae wil 1,440,524 26-87 17-95 
Provincial and Suburban Weeklies ... $46,065 10-18 6-59 
Total all Newspapers 3,065,666 = 7-20 75:70 
Magazines .| 2,022,650 | 37-73 19-87 
Techaical 175.239 | 3-26 2-2 
Trade pen 97,374 | 1-81 2-22 
Total all Publications .. 5,360,929 100-00 100 00 


‘Stork’ spent £105,1 85 in one month, 
all-time record for single product 


The past quarter has seen a 
substantial decline in the volume 
of Government advertising, the 
total falling to £196,445 from 
£326,787 recorded in the preced- 
ing three months. For the 
second quarter of last year the 
total was £221,305. 

The quarter's expenditure for 
butter and margarine totalled 
£318,255, compared with £24,738 
in the same period last year. Of 
this current total £179,257 was 
contributed by Stork margarine, 
which also earned the distinction 
of spending in May, a month's 
total of £105,185—an all-time 
record for any one product. 

Other totals were: Kraft 
margarine, £30,105; Sunbrit 
margarine, £28,841; and May- 
pole margarine, £24,188. Total 
expenditure by these advertisers 
in the preceding quarter was 
£21,325, and, in the second 
quarter last year, £24,738. 

For suet and cooking fats the 
quarter’s total of £156,331 com- 
pared with £3,228 a year ago. 

With the introduction of Omo, 
as a direct challenge tc Hedley’s 
Daz, the chart on household 
soaps and detergents records a 
quarter's expenditure of £931,897, 
which compares with £676,884 
in the same quarter of 1953. 
This quarter's totals for indi- 
vidual brands was: Tide, 
£146,458 ; Persil, £139,988; Daz, 
£115,016; Surf, £103,998; Omo, 
£87,125; Oxydol, £68,542, 

The Statistical Review states 
that the growth in competition 
between the gas and electricity 
industries is clearly shown by the 


rising trend of expenditure of the 
organisations concerned with the 
production of these two forms of 
power. During the quarter ex- 
penditure aggregated £272,923 
compared with £212,932 in the 
preceding quarter and £111,213 a 
year ago. The Gas Council spent 


impressive figures 

“There has been for some 
time past a steady growth in 
advertising of corsetry,” 
comments the “Statistical 
Review.” 


i 

| 

| 

| 

“The total for the whole of | 
| 

25 per cent more than in | 
| 


three months’ expenditure 


crease of nearly 27 per cent 


£94,359 and the British Electrical 
Development Association some 
£59,969. Regional gas boards 
spent £41,180 and the electricity 
boards £32,341. 

The current total of £264,582 
spent on cereal foods, however, 
compares with that of £187,122 
recorded at this time a year ago. 
Kelloggs Corn Flakes with a 
quarter's budget of £73,276 con- 
tinue to be the dominant brand. 
Kelloggs Frosted Flakes was 
launched with a press campaign 
costing £12,661 in two months. 
An almost immediate challenge 
came from Quaker Oats, who 


introduced Quaker Sugar Puffs, 
supported by a substantial cam- 
paign. 

Aggregate expenditure by 14 
groups of clothiers during the 
quarter was about £1,680,000 
against £1,391,000 in the cor- 
responding quarter of last year. 

The quarter’s spending on 
mackintoshes and rainwear was 
£90,402 compared with £48,780 
in the preceding three months. 
Underwear manufacturers spent 
£99,606—a rise of over £29,000 
in a year. 

The quarter's overall expendi- 
ture on medicinal products fol- 
lowed its usual trend, falling by 
some £320,000 to £935,000. 


Survey of research 
in Europe 


At the confertnce of ESOMAR 
(European Society for Opinion 
Surveys and Market Research) 
to be held at Ostend, September 
3-8, Dr. Henry Durant, director 
of the Gallup Poll (ESOMAR 
president) will read a paper on 
the state of market research 
throughout Europe. Reports will 
be made from each of the ten 
countries represented on the 
research that is being conducted 
on all forms of media. 

The conference will be opened 
by Olivier Gerard, President de 
Office Belge du Commerce 
Exterieur, and the closing session 
will be attended by Jean Rey, 
Ministre des Affaires Econo- 
miques de Belgique. 
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A page about publishing enterprise: More new journals 


ADVERTISER'S WEEKLY 


National Magazine Co. plan 
big launching for “She” 


“She” is the title of the new 
magazine which, as reported last 
week, is to be published by The 
National Magazine Co., Ltd. 
Designed to appeal to “every 
young woman in the country” it 
will cost Is., and will make its 
first appearance on February 17, 
1955 (dated March) with a print 
order of 300,000. 

She has been designed and 
planned by Joan Werner Laurie 
(who will edit it) and Michael 
Griffiths. 

Its advertisement manager is 
F. H. Ayre, formerly senior 
advertise- 
ment repre- 
sentative of 
the Sunday 
Pictorial. He 
will be as- 
sisted by R. 
C. E. Cory, 
formerly 
with the Bur- 
lington Pub- 
lishing Co., 
and by D. C. 
Murphy, for- 
merly with 
Circle Pub- 
lications. 


F. H. Ayre 
Rates and mechanical details 


are as follows: whole page, 
ordinary position, black and 
white, £265, full colour, £315; 
back cover, full colour, £350. 
Agency commission, 15 per cent. 
No series discount. Type area, 
11} in. deep by 8% in. wide; 
bleed-off size, 13% in. deep by 
10% in. wide. All gravure. 
Allan Boddy, circulation direc- 
tor, National Magazine Co., 
states that She will be launched 
with one of the biggest publicity 
campaigns ever undertaken for a 
monthly magazine. This _ will 
include large-space press adver- 
tising, posters, and competitions. 
A campaign in the trade and 
managerial press to appeal to the 


‘Evening Press’ 
bid for smalls 


An _ intensive house-to-house 
canvass for small advertisements 
is being conducted in Dublin for 
the Evening Press, which is 
scheduled to make its debut on 
September 1. 

Although the Elvery Building 
in O'Connell Street, Dublin, 
recently acquired by the Irish 
Press, Ltd. has not yet been 
fully taken over an office has 
been constructed and opened for 
the receipt of “smalls” for the 
Evening Press. 

The publicity campaign has 
been reaching a crescendo in 
Dublin, and arrangements have 
also been made for circulation 
building in provincial areas. 


business community will begin 
almost immediately. T. 
Browne Ltd. are the agents. 

Promotion literature claims 
that She will be a magazine for 
the “young, the lively, and the 
elegant.” 

The National Magazine Co. 
also publish Good Housekeeping, 
Harper's Bazaar, Vanity Fair, 
The Connoisseur, and House 
Beautiful. 


f 
Needham, director of adver- 
tising, Beaverbrook News- 


| 

| 

| 

| 

| 

| 

| 

| 

| Papers. 

| The next colour advertise- 
| ment, which will be for Daz, 
| will appear on September 2. 
| Announced as a trial run, the 
| 
| 
| 
t 


Will start a mid-week ‘Mirror’ 
in Oldham, September 15 


First issue of the Mid-Week 
Oldham Mirror, a new weekly 
paper, will sia on Wednesday, 

ptember 15 

Two former Manchester Even- 
ing News reporters, Lawrence 
MacDermott and A. Bren- 
nand, and G. Lancashire, who 
was formerly on the editorial staff 
of the Oldham Chronicle, are 
directors of the new paper. 

Mr. MacDermott has been 
appointed editor. Mr. Lanca- 
shire will look after the adver- 
tisement side. 

While associated with the new 
paper as a director, Mr. Brennand 
will continue to give personal 
attention to the Oldham Press 
Agency, an agency he founded 
about a year ago. 

The Mid-Week Oldham Mirror 
will sell at 2d. It will carry at 
least 12 pages and have front 
page news. The paper will be 
folio-size and will be printed by 
Manchester Weekly Newspapers 
Ltd., publishers of the Man- 


chester City News series. 

Papers already published in 
Oldham include the Oldham 
Evening Chronicle and the 
Oldham Weekly Chronicle, both 
of which are controlled by Hirst, 
Kidd and Rennie Ltd. 


ANOTHER WEEKLY 
FOR WALLSEND 


For the second time in one 
week a new weekly paper is 
announced for Wallsend. To be 
called the Wallsend Observer, it 
will be published each Friday, 
price 3d. The first issue will 
appear in a few weeks’ time. 


Only last week it was reported 
that the Northern Press, Ltd., are 
© produce a new weekly, the 
Wallsend News, to appear on 
October 1. 


The Wallsend Observer will be 
published by a new and com- 
pletely independent organisation, 
with offices at 8 Charlotte Street, 
Wallsend. 

A publicity campaign has 
started, staff has a a oa 
and advertisers have a eady 
booked space, it is stated. J. D. 
Baker, of North Shields, is 
editor ; and W. Smith, of Walls- 
end, advertisement and circula- 
tion manager. 


Hundreds of applications 
for licences to print contents 
bills have been received, states 
Kester S. Finn, director of 


applied for several papers. 
} Commenting on the News- 
print Rationing Committee 
reminder that its ruling against 
the printing of contents bills 
remains in force, Mr. Finn 
said that, so far as the Govern- 


FLOOD OF APPLICATIONS TO 
PRINT CONTENTS BILLS 


essary 

“If the Newsprint Rationing 
Committee has a rule forbid- 
ding the printing of contents 
bills, and that rule remains in 
existence, I assume that it will 
expect its members to con- 
form to the rule,” he said. 


The “Daily Express” will be pre- 
senting at the British Food Fair at 
Olympia, which they are + ants ps 

one of the largest features, » 3 
claimed, ever seen at an exhibition. 
Above is an artist's impression of 
the massive set reproducing the 
famous \Tth-century Thames Frost 
Fair. Real ice will be laid and the 


gaiety and colour of the historic 
scene will be enacted. Other 
presentations by the “ Daily Express 
at the Fair will be a 5 Pell 
English village where old rural arts 
and crafts will be demonstrated and 
a feature called “Tiddler's Town” 
—an underwater community popu- 
lated by fish. 


HULTON’S NEW 
MONTHLY 


Hulton Press announce another 
controlled circulation monthly 
—-Garage & Transport Equip- 
ment to appear on January 7, 
1955. 

It will contain up-to-date in- 
formation about new products, 
processes and services in the 
transport industry and its 
guaranteed minimum circula- 
tion of 15,000 copies will all 
go to buyers and specifiers of 
transport and accessory equip- 
ment. 

Basic advertisement unit will be 
1/12 of a page, 2%¢ in. wide by 
3% in. deep, £16 10s. a single 
insertion, or £15 10s. for 12 
insertions in one year. 

Editor is J. A. Clarke (who is also 
editor of Production Equip- 
ment Digest, which started 
publication earlier this sum- 
mer), and the advertisement 
manager is C. R. E. Bowles, 
who holds a similar position 
on the Production Equipment 
Digest. 
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ADVERTISER'S WEEKLY 


Commercial firms were asked to participate in the Morecambe 

illuminations this year. They were invited to portray their products 

on 20-foot-square neon signs. Some of the signs of firms participating 
are reproduced above. Signs are animated and in colours. 


New sales aids for winter 
lamp campaigns 


be quantities of new show 


and other 


cards, 
dealer aid material will be made available to retailers 
when the electric lamp manufacturers launch their annual 


winter campaigns next month. 


Press advertising will again be 
heavy and Crompton Parkinson 
will be ney | their biggest 
sales drive since the war. Spaces 
have been booked in most of the 
national daily newspapers by the 
agents, C. D. Notley Advertising 
Ltd., as well as the trade press. 

Co-ordination of press and 
poster advertising with the sales 
effort of dealers will be the key- 
note of Osram Da wae which 
is handled by . S. Crawford 
Ltd, Advertisements in the 
national and provincial papers 
and the women’s magazines— 
many of the latter in colour— 
have been designed to appeal 
specially to the housewife who, 
as market research has dis- 
covered, is the lamp buyer of the 
family. 

A new approach is being made 
to industry by advertisements in 
papers widely read by business 
executives, reminding them of 
the beneficial effect of good 
lighting on output. 

The Osram lamp and moon 
poster design introduced last year 
is being retained. The Osram 
“little people” will also be 
extending their activities. 

A new illuminated cardboard 
centre-piece for displays in 
smaller shop windows shows an 
open front door through which 


a housewife is seen in a hall. 
Many other new sales aids are 
being introduced, 

Electrical will focus 
most of their advertising cam- 
paign on napente lamps. Exten- 
sive space bookings have been 
made in women’s magazines. 
Showcards, which have a direct 
tie-up with the “homely” theme 
of these advertisements, will also 
be distributed. 

The life-size girl cut-out, 
“Philipa” will be joined this year 
by “Miranda,” a similar sales 
aid, but more suitable for shelf 
or counter display. The agents 
are Erwin Wasey and Co., Ltd. 

The Ekco-Ensign campaign 
will cover electrical trade 
journals and other media reach- 
ing large users of lamps and 
lighting equipment. The cam- 
paign will be strongly supported 

y a large selection of showcards 
and dealer aids. Willings Press 
Service Ltd. are the agents. Main 
feature of the campaign for 
Siemens lamps will be regional 
sales promotion drives which will 
be supported by large spaces in 
local newspapers. Space is also 
being taken in the trade press. 
New dealer aid material includ- 
ing cut-outs and showeards are 
being produced. Charles Barker 
and Sons, Ltd., are the agents. 
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Because of a division of 
the 


editorial 
in the national daily and Sun- 
day newspapers. 

They discovered that over a 


Men’s clothes—a press survey 


Advertising space for men’s 
clothes amounted 


to 364 
inches. 

On the other hand they 
found that women’s clothes 
had received almost 9,000 
eS ee © ht oe 

y. 


Hull—of the ‘Herald’— 


looks back over 50 


years 


Changes in agency structure, in methods of space buying, 
and the development of co-operative advertising, group 
advertising, Government advertising and advertising for com- 
pletely new industries were among changes referred to by 
E. H. Hull, advertisement director, Daily Herald, while 
reminiscing to the Birmingham Publicity Association on his 


50 years in Fleet Street. 


Many of the leading agencies 
of that time, he said, were still 
with us, though most of them had 
moved from the City to the West 
End and many provincial 
agencies had also stood the test 
of time. But the general agency 
make-up had changed consider- 
ably with the introduction of 
market research and new sales 
techniques to meet modern com- 
petition. These changes un- 
doubtedly came about with the 
introduction of American 
methods after the first world war. 
In the early days, many agencies 
bought their space in bulk, con- 
tracting for a number of 
columns a year, and much con- 
troversy arose when an order was 
stopped and a surcharge made. 

As proof that present-day 
ideals of advertising existed 47 


Club News 


years ago, Mr. Hull quoted from 
a letter from Rudolph Hagen, 
then advertising manager of 
Cadbury's in the 1907 Christmas 
issue of Advertising World: “1 
believe that to-day more than 
ever before, business men realise 
that statements published in their 
advertisements are, so to speak, 
their word of honour, and that 
they must not exaggerate or mis- 
state in the smallest degree. 
Further, I believe that newspaper 
and magazine publishers, printers, 
artists, block makers and adver- 
tising agents, as well as adver- 
tisers, are putting forth their 
best efforts to make advertising 
more attractive and more con- 
vincing.” 

Looking to the future, Mr. Hull 
was certain that there was still 
great opportunity for expansion 
when newsprint became more 
available. 

With the general expansion of 
trade, a large number of the big 
industries catering to the general 


public would make ever-increas- 
ing demands for advertising 
space. 

In the near future we were 
likely to embark on an era of 
even greater prosperity with the 
development of nuclear power 
for industrial purposes. 


(See Mainly Personal, page 416) 
Bristol 


Speakers’ cup 


The go-ahead blic speaking 
class of Bristol and West Publicity 
Club will be given further en- 
couragement during the coming 
season. 

The club is to receive a silver cup, 
presented by the Western Daily 
Press, and this will become a 
——- annual challenge trophy 
or the club's public speaking class. 

Club vice-president, H. Pass 
(Western Daily Press) is this year’s 
chairman of the class. 


Barging around 


Members of the Regent Club 
looked on London from a new 
angle when they took a trip on the 
“ narrow " boat “ Jason” along the 
Regent Canal last week. They went 
from Paddington Broadway to 
Camden Town and back. In cach 
direction the gaily decorated 
“narrow” boat went through 
Maida Vale tunnel and between two 
sections of the Regent's Park Zoo. 

Afterwards members were taken 
by coach to “The Spaniards,” 

ampstead Heath—famed for its 
associa.ions with Dick Turpin and 
“The Old Bull and Bush,” which 
inspired the well-known song. 


Fleet Street 
Column Club 


Christmas luncheon 


The annual Christmas luncheon 
of the Fleet Street Column Club 
will take place on Wednesday 
December 15, not 16, as ublished 
in our “Ad. Man's iary of 
Events” on August 12. It will be 
held at the Connaught Rooms. 


4 + , - ~ tea amma me ima r 
S J eC 386 PS 
2 ls ote ee 
Wis . ie Eyre, ieee 
” ¥ = PRESENTS sat Fa . 
- abba! | a se 
; <= ™ = wa o DOUBLE 6,000 words appeared covering 
a ‘ ss a men’s clothing trade should some 119 column inches. 
. , eg ‘ DIAMOND appoint a public relations 
p) ~ ee officer, “The Outfitter” has 
; ; mS works conducted a survey into the 
‘ : 4 4 oe TT e ; f amount of space devoted to 
e " aie | r 
mx The Od * a: ie 
“ae i ee Le : ws 
be ok ‘ 
{ a Pies 7 Br Be . : ee 
eS? ea po. ae are 
NG er. eee * i Aas eh = 
‘ © gue? i sy 4 Pe, 
: - Ss ‘ ' ‘ ; j Po 
v4 AU =a - . 
es - theworlds 
zh ee ~ ee ; 
i — TEMES 
iis . ; 7 a . os Saks, aes 
ft 
Be é 
| ee 
: Po 
we 
2 
_ | me 
: | ent 
+S 7 RET BIT oa 1 Bt —— 
<8 ee 
re 
AY 
¢ 
* 
* 
eels 
Pape ‘ 
ox = - 
RR 
2 
& " 
ae 
ae | a =. aa a Bee ae a ana 
> ie i ee.) eo ee Se ee ON Raat. a a a ae 


AuGust 26, 1954 


ADVERTISER'S WEEKLY 


‘Drink more tea’ campaign opens in Ireland 


BASIC POLICY TO PROMOTE EXTRA 
CONSUMPTION BETWEEN MEALS 


The publicity position in Britain — 
| 


[ 

| 

| Tea publicity in Great 
Britain took a severe knock 
; {wo years ago when the 
Indian Government withdrew 
their support from the Inter- 
national Tea Expansion 
| Marketing Board which 
| Sponsors campaigns in coun- 
| tries throughout the world on 
| @ substantial scale. 

Ri Tea publicity in Britain is 


now confined to public rela- 
tions, exhibitions and similar 
activities backed by Ceylon 
and certain tea producing 
areas of British East Africa. 

Although India _ recently 
supported a campaign in 
America and now in the Re- ! 
public of Ireland, there is no | 
news of a_ resumption of | 
activities in this country. | 


NOTED PLAYERS FOR THE 
‘TWO FREDS’ MATCH 


Pat Auld and “Doc” Gibbons 
announce that their teams for 
ba Fy Fim cricket match 
or ! at urlingham on 
September 8 will be selected 
from the following : 

Advertisers & Agents.—P. §S. 
M. Auld (Capt.) (Auld & Tilbury 


Ltd.), J. Anthonisz (Lambe & 
Robinson Ltd.), W. G. Barne 
(E. W. Barney Ltd), PF. 


Bernard (Young & Rubicam 
Ltd.), J. H. Clark (Erwin Wasey 
& Co. Ltd), V. C. Geeson 
(Dudley Turner & Vincent Ltd.), 
H. W. Louis (Charles Barker & 
Sons Ltd.), R. Lyall (Samson 
Clark & Co. Ltd), L. Nash 
(London Press Exchange Ltd.), 
G. Pank (Courage & Co. Ltd.), 
S. A. Stock (Erwin Wasey & Co. 
Ltd.), J. A. P. Watt (Pritchard 
Wood & Partners Ltd), and 
M. Watt (John Mackintosh Ltd.). 
Press and Print-—H. H. 1 
Gibbons (Capt.) (Berrow’s News- 
papers Ltd.), P. Auster (Reader's 
Digest), J. Bowden (Amalga- 
mated Press Ltd.), C. H. Butcher 
(Sunday Express), J. Callway 
(Sunday Chronicle), J. P. Clayton 
(Glasgow Daily Record), G. 
Doyle (House & Garden), H. C. 


Hardy (Reveille), V. Jenkins 
(Sunday Times), P. Nicholas 
(Daily Express), D. S. Shuttle- 
worth (/ndustrial Equipment 


News), Col. J. W. A. Stephenson 
(Life International Ltd), P. 
Westerman (Fine Art Engravers 
Ltd.). 


More auction gifts 


Harold Fish has received fur- 
ther gifts for his auction. These 
are from: British Celanese Ltd. 
(W. F. Cross); Conway Stewart 
& Co., Ltd.; Dearborn (1923) 
Ltd. (Patricia Butler); Duraglit 
Ltd. (A. Done); Ever-Ready 
Razor Products Ltd. (A. M. 
Isaacs); Fillerys (Great Britain) 
Ltd. (Gordon Millem) ; Findlater 
Mackie Todd & Co., Ltd. (L. M. 
Davis, Dir.) ; Gumption Products 
Ltd. (E. F. Head); Thomas Hed- 
ley & Co., Ltd. (through Lambe 
& Robinson Ltd., D. J. Kingsley) ; 
Ideal Gardening Ltd. 
E. Allan-Cooper & Co., 
The Jaeger Co., Ltd. (H. R. 
Tomalin) ; Kozequilt Co. (Lon- 
don) Ltd. os. E. Allan- 
Cooper & Co., Ltd.) ; La Grande 


Chartreuse (through S. C. Pea- 
cock Ltd.); Lyle & Scott Ltd. ; 
Maconochie Foods Ltd. (J. Lar- 
kin); Wm. Macdonald & Sons 
(Biscuits) Ltd.; Masius & Fer- 
usson Ltd.; Philip Morris & 
o., Ltd. ; Oxo Ltd. (B. Lazelle) ; 
Park Brothers Ltd. (through E. 
Allan-Cooper & Co., Ltd.); Par- 
kinson Stove Co. (J. Austin, Sales 
Man.); Gordon Parsons (Man. 
Director, E. Allan-Cooper & Co., 
Ltd.); Plaza Hosiery Ltd. (A. E. 
Featherstone); Slazengers Lid. 
(E. F. Brickdale); W. H. Smith 
& Son; Steiner Products Ltd. ; 
St. Andrews Mills Ltd. (R. G. 
Lagden); Thresher & Co., Ltd. ; 
D. C. Watson Lid. & H. A. West 
Ltd. (through S. C. Peacock Ltd.). 


Programme record 

Meanwhile, the programme has 
gone to press with a total of 
120 pages and a revenue of more 
than £2,650. 

Latest subscribers to the pro- 
gramme include: E. Allan- 
Cooper & Co., Ltd, Creative 
Journals Ltd., "Reginald Harris 
Publications Lid., E. R. Howard 
Ltd., Johnston "Engraving Co. 
(1924) Litd., Lutterworth Periodi- 
cals Ltd., McConnell’s (London) 
Ltd., Pass Printing Metals (Lon- 
don) Ltd., F. John Roe Ltd. 

Anyone who still wants to help 
NABS through a money gift to 
the “Two Freds” match is asked 
to send his donation to Reg. 
Palmer, at 19 Buckingham Street, 
W.C.2. Latest givers to his col- 
lection are G. Burnside and E. C. 
de Witt Co., Ltd. 


‘Philishave’ stand 


wins gold medal 


The Philips “ Philishave ” stand 
at the Liverpool Show at Waver- 
tree was adjudged by the organis- 
ing committee to be the best in 
the trade section of the exhibition, 
and the company was awarded a 
certificate of merit and a prize 
of £15 in lieu of a gold medal. 

This amount was afterwards 
handed over by P. J. Childs (area 
“ Philishave” representative) to 
Miss Stephanie Howell, “ Miss 
Liverpool, 1954,” for donation 
to a charity named by the 
organisers, 


McConnell’s popens Soe Ltd., Dublin, have been 


C. E. McConnell told Apver- 
Tiser’s Weexty: “The aim of 
the tea campaign is to bring 
about an increase in con- 
sumption of tea, and in order to 
determine what precise appeals 
should be made to bring this 
about, it was considered essential 
that up-to-date information be 
obtained on drinking habits in 
this country. 


Research findings 

“We discovered that C and D 
class households in Dublin are 
almost 100 per cent exclusive tea 
drinkers (adults) for breakfast, 
lunch and tea, with a 24 per cent 
loss to other drinks at supper 
time. B class figures showed an 
increase in coffee drinking, but 
nevertheless tea predominates at 
all meals. Further survey figures 
showed that in Dublin city 50 

r cent of B, C and D class 

ousewives drink tea between 
breakfast and lunch, and 36 per 
cent between lunch and tea. 

“Allowing for the small per- 
centages that drink coffee, cocoa 
and milk, 46 per cent of Dublin 
city housewives drink nothing 
between meals in the morning 
and 61.5 per cent drink nothing 
between meals in the afternoon. 
This is the market at which we 
have aimed the advertising in this 
country and the basic policy of 
the campaign is to promote the 
drinking of tea between meals. 
It was discovered that when tea 
is taken between meals, it is 
usually after some task has been 
completed, such as hanging out 
the washing, returning from 
shopping, or cleaning windows, 
or at some special occasion, 
such as, the visit of a friend or 
listening to a radio programme.” 


Main copy lines 

The two main copy lines of the 
campaign will be “A Cup of Tea 
keeps you Going,” and “When 
you have earned a treat, have a 
nice cup of Tea.” They will run 
throughout the entire campaign 
and be used also in 15 second 
filmlets throughout the country. 

The campaign is provisionally 
planaed to cover nine to ten 
months and the media list 
includes 11 x 3 col. advertise- 
ments in all morning, evening and 
Sunday papers, all leading pro- 
vincial papers, class magazines, 
women’s magazines, as well as 
Dublin evenings. Three 15 second 
filmlets are being prepared for 
showings in nearly 100 cinemas 
throughout the Republic. 
McConnell’s have also been re- 


tained to handle public relations 
for the Tea Council of Ireland in 
connection with this campaign. 


~ TEAS 
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One of the first press ads in the 


campaign. 
Bid for more 


newsprint 
BA Com- 


Canadian 

This was disclosed by Lt.-Col. 
Marcus Lipton, M.P., who stated 
that he had received from Lord 
Woolton, Minister of Materials 
until the winding up of that 
Ministry recently, a letter saying 
that he had been informed by the 
Newsprint Supply Company that 
additional amounts, probably 
50,000 tons, are on offer and 
sibly available in the first half 
of next year. 

Lord Weokon stated that con- 
sideration was now being given 
to the Newsprint Suppl Soo. 
pany’s request that they be 
allowed to import this quantity 
from Canada next year. 


Display lettering 


London Industrial Art Ltd. 
have published a new catal 
on “Graforel” display lettering. 

The catalogue, with 18 pocket 
size pages, is described as the 
first comprehensive reference 
booklet on 3-dimensional letter- 
ing. 
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Two more join 
Smee’s board 


Appointed to the board of Smee’s 
Advertising Lid. are F. G. H 

neral manager since 

. A. Smee, production manager and 
younger son of the managing direc- 
tor, E. A. Smee. Mr. Hackett, who 
has held important posts in adver- 
tising since 1927, joined Smee’s in 
1946, at, the same time as Mr. 
Smee. ogether they have played 
an important rt in post-war de- 
velopment a expansion of the 
company. 

* * 7 


Leonard A. Kingsman, hitherto 
publicity manager, Bristol Aero- 
ne Co. and associated companies, 
s been appointed to a senior 
executive position with the Central 
s Lid. During his 11 years’ 
service with the Bristol company 
Mr. Kingsman was responsible for 
the whole of the publicity for the 
Brabazon and the “ Bristol” 2litre 
saloons and racing cars. 


7 - * 


H. F. A. Nalson has resigned his 


directorship of the Sears & Nalson 
Ltd. agency as from September 1. 
. _ * 

F. W. Jefkins has left the pub- 
licity department of the hentia - 
mated Frets se. to join the sales 
Promotion and service department 
= Capea Press Ltd. "ie was 
ormerly assistant general secreta 
of the Lg ge ry Association, aad 
Previous to that publicity mana 

Llandudno. me 4 ” 

” * * 

Re-organisation of Kemsley 
Newspapers’ financial advertisement 
department has now taken place. 
R. H. Ward has joined the depart- 
ment as manager and the repre- 
sentation is: Mr. Ward: Sunday 
Chronicle, Daily Dispatch (Man- 
chester), Evening Chronicle {Man 
chester), Press & Journal (Aber- 
deen), Evening Express (Aberdeen), 
Evening Gazette (Middlesbrough) ; 
W. A. Gould: Empire News, Sun. 
day Mail (Glasgow), Sheffield Tele- 
garn. The Star (Sheffield), Daily 

ecord (Glas ow), Evening News 
Glasgow); W. Gordon Johnson: 
unday Times, Sunday Graphic, 
Sunday Sun (Newcastle), Newcastle 
Journal, Evening Chronicle (New- 
castle), Northern Daily Telegraph 
Blackburn), Journal of Commerce 
Liverpool), 

. * * 

Mrs. May Furness has been 
appointed press officer to the Inter- 
national Congress of Midwives at 
Bedford College, London, Septem. 
ber 411. Some 700 delegates and 
observers will be attending from 50 
countries, 


ews About 


pointed manager of the London 
office of Wilson Advertising Lid. 
His appointment is part of the ex- 
pansion plans for the company, 
which now include overseas asso- 
ciations in the most important 
countries. lan D. Wilson, icft the 
UK recently to represent the com- 
pany as resident director in the 
United States. 
* 


os * 

Albert Jarvis, president and gen- 
eral manager of Albert Jarvis Ltd., 
an advertising agency of Toronto, 
arrived in London on Tuesday. 

* * 


. 

D. D. Parnell, formerly general 
manager of the subscription books 
division of George Newnes Lid. and 
of the New Educational Press 
(Odhams Press Ltd.) has been ap- 
pointed to the board of directors 
of International Encyclopedias Ltd 
after acting as general manager 
since January |}. 

* * 7 

Peter Carney, space buyer at Paul 
E. Derrick Advertising Lid. for four 
years, has been appointed general 
manager of one of the agency's 
clients—-R. & P. Trading Ltd. 
Anthony Ingram, who has been 
with the agency for several months, 
will be responsible for space buying. 

* * 


S. K. Bose, managing director, 
Press Syndicate Lid., the Calcutta 
and Bombay agency, is at present 
in this country visiting British 
clients. 


Luncheon for 
L. M. Masius 


A luncheon will be held at the 
Savoy on September 13 to mark the 
completion of 25 years in advertis- 
ing of Leonard M. Mausius, chair- 
man, Masius & Fergusson Ltd. 

* * * 


Barry Barron, formerly sales 
director of Gui de Buire Ltd., has 
joined McCann-Erickson Advertis- 
ing Ltd., and will be directly respon- 
sible to the television advisory 
committee on plans for the produc- 
tion of TV commercials on behalf 
of McCann's London office clients. 

(See Mainly page 416.) 

7 + - 

Gordon H. Procter, media direc- 
tor of Alfred Pemberton Ltd., has 
been presented by his wife with a 
daughter, Jennifer, a sister for John 
and Sarah. 

* * 7 

G. F. P. Healy has been appointed 
advertisement manager of the 
Fabrics Clothing Trades Index, one 
of the Kemp group of publications, 
and not Kemp's Directory as 
announced last week. Maurice 
Bryceson continues as advertisement 
manager of Kemp's Directory. 


F. G. Hackett. 


B. Barron. 


L. Kingsman. 


FP. W. Jefkins. 


H. E. J. Skinner. 


Bates director to re-join 
Odhams 


H. E. J. Skinner is leaving the 
board of Alfred Bates & Son, Ltd., 
to rejoin Odhams Press on Septem- 
ber 13 He will have special 
responsibilities on Ideal Home 
under F. T. Yardley, the magazine's 
advertisement manager. Mr. 
Skinner joined the advertisement 
staff of Odhams Press in 1930 and 
worked in various departments of 
the Daily Herald, The People and 
The Sporting Life, returning to 
Odhams after the war. He joined 
Alfred Bates & Son, Ltd., as an 
account executive in 1947 and the 
following year was appointed to the 
board as accounts director. 

* 

Freddie Ross, who was account 
executive with the John Murphy 
organisation, has formed her own 
publicity service. She is handling 
publicity for Pearl Carr, Diana 
Coupland, Teddy Johnson, Monty 
Norman, Virginia Somers, Regent 
Film Distributors and the Regent 
Stock Car Racing Co., Ltd. 

7 * * 


David Smyth, of the London 
advertisement department of the 
Southam Newspapers of Canada, 
sails for Canada on September 10 
on a six months’ tour of the 
Dominion to study business condi- 
tions. 


* * 

Ronald Anson, vice-president of 
Colman, Prentis & Varley Inc., New 
York, has returned to this country 
to consult with CPV clients on the 
progress of their advertising in 
America. He was previously US 
manager of the British Export 
Trade Research Organisation. 


Obituary 
H. T. Counter 


The death has occurred in Singa- 
pore, as the result of a motoring 
accident, of Harry T. Counter, 
advertisement manager of the 
Singapore Standard. He was 4. 

After acquiring London agency 
experience, Mr. Counter became 
assistant advertising manager of 
Wolsey Ltd., in Leicester, before 
going as advertising manager to 
the Calico Printers’ Association in 
Manchester. After his war service, 
he joined Colman, Prentis & 
Varley Ltd., for whom he opened 
their Venezuelan office in Caracas. 
Some three years later he joined 
Masters’ Ltd., the Singapore agency, 
whom he left to go to the Singapore 
Standard. 

S. H. Vincent (Dudley Turner & 
Vincent Ltd.) writes: “Harry 
Counter combined considerable 
knowledge of the mechanics of 
advertising with his talents as an 
artist, calligrapher and writer. 
There must be many men and 
women in the allied trades in 
London and the provinces who, like 
myself, enjoyed working with this 
industrious, ingenious, enthusiastic 
creator of good advertising. 

“I shall always remember his 
homely virtues, his love of music, 
his good companionship in pubs 
with the locals, his love of elderly 
people and the ordinary fellow 
worker. It was not sufficient for 
Harry Counter to receive a good 
engraving or a good piece of print- 
ing or to be served with a good 
meal—he would go behind the 
scenes and make his satisfaction 
known with a sincerity born of 
interest in crafismanship.” 
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MIRROR HAS MORE 
UNDUPLICATED 
READERSHIP THAN 
ANY OTHER 
NATIONAL DAILY 


More facts 


revealed by 
I.1.P.A. survey 


The Daily Mirror has over 1,180,000 more 


readers than any other national daily. 
This fact has been revealed by the 
L.LP.A. Survey. But even more signifi 

is the fact that of all national dailies, the 
Daily Mirror has the greatest number of 
readers who read no other national 
morning paper, 

And remember — The Daily Mirror has the 
lowest square inch per thousand rate of all 
national dailies. 


HERE ARE THE FIGURES THAT PROVE IT 


it a 
morning 
DAILY MIRROR 12,789,000 5,115,600 
DAILY EXPRESS 11,608,000 4,875,360 
DAILY HERALD 6,786,000 2,714,400 
DAILY MAIL 5,839,000 "2,335,600 
NEWS CHRONICLE 3,796,000 1,404,520 


DAILY SKETCH 2,540,000 21 533,400 


i 
* The figures in this cohunn do not of course appear in the published servey but represent 
figures the actual percentage of the oral adult readership in each case. 


DAILY 
MIRROR 


WORLD’S GREATEST MASS MARKET MEDIUM 
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Soft drinks co-operative 
campaign plan flops 


A collective adv 
Association of Soft 


scheme planned by the National 
Manufacturers has been aban- 


doned. Reason given by the Association’s national council 
is that insufficient members were taking an interest in the 


COMMERCIAL TV 
SETS AT THE 
RADIO SHOW 


Many companies are showing 
sets capable of receiving the new 
commercial TV programmes at 
the Radio Show which opened at 
Earls Court, London, yesterday. 


The exhibition is described as 
“the world’s largest and most 
ambitious demonstration of the 
technique of broadcasting in 
sound and television.” 

At least 55 sound and tele- 
vision programmes will be trans- 
mitted from the show and there 
will also be continuous television 
programmes on the closed circuit 
serving 409 receivers. 

Fifteen television cameras, 
ranging from small industrial 
types to the roving eye, complete 
with its own transmitter and 
te supply, are operating. 

here is a_ full-size BBC 
studio of the latest design for 
major sound and TV  pro- 
grammes, 

Forty manufacturers are show- 
ing sound and TV receivers. For 
the first time furniture manufac- 
turers are exhibiting special radio 
and TV tables and trolleys. The 
Show closes on Saturday, Sep- 
tember 4, 


This giant model of the famous His 
Master's Voice trade mark domi- 
nates the company’s stand at the 
Radio Show at Earls Court. An 
exact replica of the 1897 gramo- 


The council have stated that 
t have reached this decisign 
with considerable regret, as it 
was felt that the scheme was an 
excellent one, and that a great 
opportunity had been lost. 

In answer to a recent question- 
naire, 32 per cent of the members 
replied that they were in favour 
of the scheme, and were willing 
to support it financially, but 36 
per cent were against. 

Despite several reminders, the 
remaining 32 per cent had not 
replied which, states the council, 
indicated that they also were not 
interested. 


65%, support needed 

When the initial plans were 
made for a collective advertising 
scheme, the national council 
decided that to make the scheme 
practical 65 per cent support 
would be the reasonable mini- 
mum required. 

At the request of the Associa- 
tion, Willings Press Service Ltd. 
prepared a scheme which the 
council accepted. + 

The scheme, the copyright of 
which is held by Willings, is to 
be made available to any local 
association which would be wil- 
ling to conduct a collective adver- 
tising programme modified to 
their particular area. 


phone in Francis Barraud's painting, 

the model has a turntable 21 in. in 

diameter, the all-brass horn is 

4 ft. 3 in. long and 2 fi 9 in. across 
the mouth. 
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This group of spectators at the 
Auld & Tilbury match against 
Iver Heath cricket club includes 
Cliff Wilson, advertising manager 
of Prestcold; Roy Minear, 
“Homes & Gardens’ advertise- 
ment representative and some of 
the Auld & Tilbury staff. 

lver Heath batted first and 
declared at 163 for 8. Auld & 
Tilbury were 128 for 6 when rain 


stopped play for the day. 

The match was the occasion 
for the first Auld & Tilbury staff 
outing and nearly every member 
of the staff and a number of 
clients came along. Lunch and 
tea were served in the Iver Heath 
Cricket Club pavilion. After- 
wards players and _ spectators 
went on to Mr. Tilbury’s house 

for a buffet supper. 


Monotype machines sent by air 


Monotype machines and acces- 
sories were recently dispatched 
for the first time, unpacked, by air 
to a Continental customer. 


Comprising two keyboards, one 
Duplex keyboard, two composi- 
tion casters, and a super caster, 
altogether weighing over 44 tons, 
the equipment was delivered from 
the factory at Salfords, Surrey, to 
the customer at Wageningen, 
Holland, in 24 hours, thus making 
it possible for the greasing and 
de-greasing of parts to be 
eliminated. 

Each machine was belted to a 
wooden-frame platform and 
bridged by a simple timber frame 
fastened to the base. Protection 
against the elements was pro- 
vided by an airtight polythene 
bag which enveloped the 
machine. 

When compared with the usual 
very thorough casing-up which is 
necessary to ensure safeguard 
against damage in transit by the 
normal land/sea routes, the 
economies effected resulted, it is 
claimed, in a substantial saving 
to the customer. 


Careers guide 

How to make your career in 
publicity is the title of a brochure 
ublished in French by the Belgian 
ublicity Federation's School of 
Publicity, Theory aad Practice. It 
is written 1 Fernand Hourez, with 
a foreword by E. Bouchez, president 
of the Federation. 


Wrapped in a polythene bag, the 
meer, / machinery is here seen in 
a KLM Airlines Skymaster. 


Overseas accolade for 


‘Municipal Journal’ 


The International Union of 
Local Authorities have appointed 
the Municipal Journal Ltd. as 
their sole representative (publica- 
tions) for the United Kingdom. 

The Union, with headquarters 
in The Hague, promotes inter- 
national contact among local 
authorities and is a source of 
information on municipal affairs 
in the widest sense. It publishes 
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VERNER AEAE Bs 
MORK ADULTS : 

OF THE UPPER CLASS* READ | 

eee , SJ : — 

| Che Daily Telegraph | 
THAN ANY OTHER NATIONAL DAILY NEWSPAPER ; 

| 

* LAL § 
MORE MEN — COLLECTIVELY 

| 

WRENS 
MORE WOMEN _ cOLLECcTIVELY ms 
Che Dailn Telearaph 

The paper people trust | : 

: 
| - * As defined in the I.1.P.A. National Readership Survey, 1954 : 
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‘. PATTERN 
IS INDICATED 


From the advertisements for pro- 
contractors issued by 
the Independent § Television 
Authority it is possible to dis- 
cern the broad pattern which 
the new service may follow. 
Clearly there is to be provision 
for net-work link-ups. This 
will ensure—so far as adver- 
tisers are concerned — that 
nationally distributed goods 
can be advertised to maximum 
audiences on the new medium. 
Then, too, the ITA make it 
abundantly clear that local a4 


equipment becomes available 
for such programmes to be 
screened. 


Tels Gives on ext, and decisive 
answer, to those who feared 
that only the big spenders 
would a chance on commer- 
cial vision, and that 
modest cheques of the small 
man would be waved aside. 


Scope for talent 


applicants. 
always 


Hi 


% 
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Talking Points 


il Investigators are proving problem of 
‘deemed consent’ sites 


[HE whole question of 
advertising on “deemed 
consent” sites outside shops is 
now under close investigation 
by a special sub-committee 
representative of poster, signs 
and advertiser interests. 

Leslie Room, director general 
of the Advertising Association, is 
chairman—chosen, no doubt, as 
a neutral in what is one of the 
biggest rows the outdoor industry 
has known for years. 

The sub - committee was 
appointed at the last meeting of 
the Outdoor Advertising Industry 
po io Committee, and its re- 
port will be studied by the full 
committee shortly. 

It is understood that the deci- 
sion to adopt this course was 
unanimous—probably the only 
time everyone has seen eye to 
eye since the rumpus started! 

Some sections of the poster 
industry feel aggrieved at sugges- 
tions that most of the sites are 
being snapped up for posters. 
The investigation may show their 
branch of the industry is not the 
chief offender. 


DIFFICULT jos 


Not many agents will confess, 
in a client's hearing, that his par- 
ticular campaign is difficult. 

Yet A. Everett Jones, whose 
agency handles the press cam- 
paign for civil defence, boldly 
asserted at a Home con- 
ference this week that civil 
defence is the most difficult 
Government campaign to handle. 
(It is not expected that he will 
be sent to Coventry for this !) 


HATEVER else the war 
did it helped the soap- 
makers, 

C. A. G. Brown, advertising 
director of C rosfields, who, in 
the John Knight Magazine tells 
the story behind the launchin 
of Breeze, states that the to 
— soap market increased by 

ad cent between 1938 and 
195 


LS pees Bavarians are 

being urged to quaff more 
enthusiastically. Posters pro- 
claim: “The average Briton con- 
sumes 80 litres of beer annually 
—the German only 60. What 
are you going to do about it?” 


The LT. tie 


GOT THEM TAPED 


HE specially designed tie for 

senior staff, introduced by 

the 600 Group of Companies 

(this column, August 12), is not 

the first public relations effort in 
company neck-wear. 

J. A. Tilt, sales promotion 
manager, Industrial Tapes, Ltd., 
states : : 

“We introduced a company tie 
in 1952 with the idea of making 
recognition easier at conferences 
and exhibitions, and at the same 
time to instil a sense of belonging 
to a community linked by a com- 
mon endeavour.” 

The LT. tie is issued free to 
every male member of the staff 
on taking up employment, 
irrespective of status. 

Small Ofrex group symbols 
are woven in gold on a maroon 
background. The ship on a globe 
signifies “a shared adventure,” 
and the large outer circle pierced 
by an “F” and surmounted by a 


crown denotes Ofrex—the parent 
company of the Group. 


WORLDLY WISE? 


EW series in the feature 

pages of this journal have 
aroused more interest than the 
one now spot-lighting products 
and services which are under 
advertised. 

Extracts have been widely re- 
published in various sections of 
the trade press—usually with 
approving comment. 

ss enthusiastic was the Fur- 
nishing World which found the 
article on branded furniture 
“provocative.” 

The burden of their lay ? 

“There is a_ considerable 
difference between forcing the 
purchase of a branded toothpaste 
at the point of sale—and per- 
suading the new home-owner to 
accept a complete room full or 
house full of furniture through 
skilful advertising of branded 
goods,” 

Furnishing World observes 
that whereas the householder 
buys soap powder or cornflakes 
every weck, he furnishes, or re- 
furnishes his home once, or at 
most twice, in a lifetime. 

Indeed ! How often does he 
buy a piano—or a car? And 
does he ever buy one without a 
brand name ? 


The inter-union dispute which 
threatened publication of the 
national newspapers last week 
arose over which union should 
provide holiday relief men. .. . 


TO-MORROW’S TOPICS 


@ American manufacturers who 
market frozen juice concen- 
trates as soft drinks are cal- 
ling for special reports on the 
test marketing of Birds Eye's 
orange juice concentrate, adver- 
tised as a breakfast habit, in 
North London. 


@ Sanction for printed contents 
bills for some classes of pub- 
lications, will lead to renewed 
demands by newsagents for 
better terms from publishers. 
Payment for bill display will 
also be 


@ Tests of multi-product auto- 
matic merchandisers in London 
will be followed by wide dis- 
tribution of more elaborate 
machines. 

@ Advertising for waterproof 
overcoats will be stepped up 
this autumn. 

®@ Makers of textiles, toys, musical 
instruments and electric shavers 
in Britain plan increased export 
drives for the a 

@ Philips will market 
photographic flashbulb 
mext year. 

the conv 


-~ 
It does away with 
metal cap. 
@ Labour troubles in the printing 
industry fore-shadow a wages 
increase bid this autumn. 


ROUND TABLE 


. allied to the West Country 


srisro. EVENING POST 


More than 134,000 copies sold daily — Largest circulation in’ the West 
Bead Office: SILVER STREET and BROADMEAD, BRISTOL. 
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Buy a guaranteed 1,000,000 sale 
—and The Reader’s Digest throws in : 


ADVERTISER'S WEEKLY 


some unusual values 


aut ——— 


attentive and valuable readership. 


What happens when it does this so successfully that it also achieves a mass 


circulation? Here’s what this unusual combination offers the advertiser: 


I To advertisers of everyday 
products—a medium that 
carries conviction 


Many a campaign for an everyday 
product never quite succeeds in carry- 
ing conviction. In the normal struggle 
for hasty attention, it may be forced to 


shout its message, in big headlines, 


brisk slogans. 

A good shout is a fine thing — it gets 
its effect. It often sends the customer in 
to buy. But it’s not really the way to 
tell a story convincingly —so that he, or 
she, will be proof against someone 
else’s louder shout next day. 

In The Reader’s Digest you can 
speak persuasively and convincingly to 


NO TRICKS. No bathing beauties or scare 
headlines have helped to push Reader's 


ard. J reading — and > 
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several million people who make time 
for reading because they /ike it. By 
reaching a receptive audience of this 
size and character, you underpin with 
conviction the rest of your mass cam- 
paign, and add incalculably to its effect. 


2 To advertisers of higher-priced 
goods and services — 
wide coverage in a medium 
that’s right for the job 


The Reader’s Digest is a well-proven 
medium for selling anything that, to 
the family or individual, represents an 
important purchase. From a camera to 
a holiday cruise, these purchases are 
pondered, planned. The advertise- 


The Reader’s Digest 


THE ADVERTISEMENT DIRECTOR, 1 ALBEMARLE STREET, LONDON, W.i 
TELEPHONE: GROSVENOR 4738 


ments are carefully studied —and no- 
where more carefully than in this 
magazine edited for reading. 

With its million sale, The Reader's 
Digest gives wide coverage of the 
“important purchase” market; deep 
penetration, too, since it is designed 
for thorough, leisurely reading by all 
the family. For many advertisers in 
this field, it is a campaign in itself. 


3 To all advertisers—an 
exceptional chance of readership 


among people apt to 
influence others 


When the articles and stories in a mag- 
azine are edited entirely for people 
who can and do read—and love it, as 
the sales show! — isn’t it likely that, in 
this company, the advertisements, too, 
will have the best possible chance of 
being read? 

Not only that. Those who so much 
enjoy The Reader's Digest month after 
month are essentially people who like 
to keep up with the world. They're in- 
terested in everything—the latest in 
science, in medicine, in many other 
fields. They are receptive to ideas, 

And, as such, they are a little more 
alert than others. In trying and buying 
new things, they are likely to lead, 
while their friends follow. 


ADVERTISEMENT RATES 


October 1954 
£ 
Full page, black & white - + ~- + 625 
» ow 2eolour- - «+ «= « «= 660 
» oo 4colour- - «© «© = «= 750 
Half-page, black & white - - ~ + 350 
o w« sete * oe) oan MS 
Spread, black & white - - «= - ~+1,050 
2-colour- = «= «= «= + «1,080 


“BUY-LINES”—Alison Grey's sensationally 
successful editorial-style feature. Rate in- 
cluding art and blocks — £175 


Note that a 4-colour page costs only 20°/, above 
basic black-and-white rate — and 2-colour (any 
2nd colour you choose) only 4%, above. 10% 
extra for bleed, on half or full pages. All rates 
are for a guaranteed | 000,000 average monthly 
net paid sale. 
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OF all forms of publicity 

direct mail is probably 
the most misunderstood and 
misused on a_ considerable 
scale. The small advertiser is 
unlikely to launch unaided into 
ambitious spaces in the costly 
national press. Still less is 
outdoor publicity, radio or 
film advertising open to be in- 
vaded by the self-confident 
amateur advertiser. 

But many a business man, re- 
tailer and manufacturer alike, 
has the illusion that he possesses 
a native gift for writing sales 
letters, and has _ thereupon 
embarked on an expensive direct 
mail campaign to his ultimate 
confusion of face. 

And because the inept adver- 
tiser seldom blames his own 
technique but rather the medium 
used, direct mail is henceforth 


dubbed by him “no good,” 
“wasteful,” “expensive.” 

It may even happen that the 
experimenter has miraculously 
produced a reasonably effective 
sales letter, but he has failed 
through inexperience to take into 
account the dozen and one other 
factors that make for success. 

Every one of these factors, in- 
cluding the dominant one of the 
sales letter itself, is described, 
assessed and analysed in an im- 
pressive book by J. W. W. Cassels 
How to Sell Successfully by 
Direct Mail.* 

The 376 pages of this book 
are a monument of hard work, as 
anyone who has himself written a 
business book will at once 
recognise. Though there are 
numerous examples and illustra- 
tions throughout, and towards 


* How to Sell Successfully by Direct 
Mail, by J. W. W. Cassels, — 
by Business Publications Lid., 180 Fleet 
St., London, in association ‘vith 7. Be 
Batsford Lid) 21s 
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The complete know-how of the 
direct mail technique 


By H. DENNETT, head of Advertising 


the end no fewer than 27 com- 
plete case histories of direct mail 
campaigns, this work is far from 
being a symposium of other 
people's labours. 

One of the happiest features of 
the book is the fact that Mr. 
Cassels writes for the most part 
in the first person to his readers 
in the second person: “I am 
going to offer you a solution” 
(p. 54) “ You can use the stunt 
effect . . .” (p. 157), etc. This 
is a matter of no small impor- 
tance for two reasons. It evi- 
dences that the author is writing 
from rsonal experience, and 
secondly this style of writing is in 
itself a good example to the 
would-be user of direct mail. 

The most successful direct mail 
work is the result of a combina- 
tion of two widely differing types 
of mentality: the warm and 
lively literary and imaginative 
type who produces the sales 
letters, the stunts, the unusual 
approach to specific problems ; 
and the colder more calculating 
type who will doggedly collate 
the mailing list, devise the filing, 
haggle with printers and paper 
makers, and supervise the produc- 
tion of actual mailing jobs. 
These two qualifications are sel- 
dom found in one person, hence 
the difficulties encountered by the 
unaided user of direct mail. 


Counsel of perfection 


Pertinent information of each 
of these aspects of direct mail 
work will be found in the seven 
parts of Mr. Cassels’ book. On 
the opening page is a counsel of 
perfection, the four “rights”: the 
right people, the right goods, the 
right time, and the right way. 
Many happy wR -y are given 
in later pages of the application 
of these principles. It is prob- 
ably inadvisable in a book of this 
kind to include examples of 
failures, but the reader must 
remember that the very desirable 
results reported of one campaign 
and another come only as the 
result of unremitting care and 
industry. 

Direct mail is certainly not the 
medium for the happy-go-lucky 
or casual adv 

The rest of Part I is logically 
devoted to a statement of what 
direct mail can be expected to do. 
A little more might have been 
said regarding the inter-locking of 
direct mail with other forms of 
advertising, but a paragraph on 
page 13 refers to the matter. The 
impressive chart on pages 23-24 
which lists no fewer than 49 ways 
in which direct mail may be put 


and Customer Relations, Austin Reed Ltd. 


‘Sales director’s 


view 


AJOR CECIL V. WAT- : 
TENBACH, M.B.E., M.C., : 


- sales director. 


“It would be difficult to - 
add to the foreword of my - 
very good friend Miss K. ™_. : 
Murphy, and I can only - 
endorse her remarks that - 
such a practical guide to the - 
science of direct mail adver- - 
tising has fulfilled a long- - 
felt want. Jack Cassels, a - 
former chairman of the - 
B.D.M.A.A.., is just the man - 
to write this work and I : 
can think of nobody better - 
qualified from —. — of : 
experience than 


to work, comes from the Direct 
Mail Association of America. 

The second part deals fully 
with the “mechanics” of direct 
mail. The reader should give 
particular attention to the section 
on the building and maintenance 
of the mailing list. The cabinet 
containing the address cards may 
be smart and polished, and the 
typewriting on the cards beauti- 
fully done—and yet the list itself 
may be almost entirely useless. 
The names and addresses may be 
the wrong ones for the firm 
owning the file. 

The comparative values of 
“stencil” and “plate” addressing 
systems are carefully assessed in 
this section of the book, likewise 
the advantages of “visible” as 
opposed to “blind” card files are 
well demonstrated. If there is 
any lack it is the somewhat 
scanty reference to the problems 
of recording data of customers’ 
purchases on the various types of 
equipment, 

The author of this book is 
obviously writing for every type 
of potential direct mail user, but 
he does not differentiate between 
the problems of the retailer and 
the manufacturer in relation to 
the system of filing. It is incom- 
parably harder for the retailer to 
keep a mailing list in good order 
as compared with a manufac- 
turer, for the latter normally 


@ Continued on page 396 
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™ creative 
sales 
promotion 


THE ASTRAL GROUP of companies 
offer a complete service, for the creative design 


and production of sales 
promotion schemes, We specialise in brochures, 


catalogues, dealer display and point-of-sale material. 


4 — Astral Arts 
-_ Group 


4 % ASTRAL ARTS GROUP LTD 
f {* 171 NEW BOND STREET LONDON W1 
4. ;. Telephone: Grosvenor 8711 (ten lines) 


4 Associate companies ; Mercury Displays Ltd 
Atlas Photography Ltd « Anvil Press Ltd - A-P*S Ltd 
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© THE DIRECT MAIL KNOW-HOW -—continued 


knows the precise status, title and 
address of all his customers. But 
the retailer must depend upon his 
sales assistants’ hand-written 
records of names given over the 
counter. Because of this, such 
devices as the master index and 
phonetic systems of filings 
described in chapter six are 
almost a necessity for a retail 
mailing list, but they would be 
an extravagance for the manufac- 
turer whose customers are them- 
selves established organisations. 


Sales letter section 


The longest single section of 
the book is appropriately devoted 
to sales letters, and no better 
page-heading could be found 
than the one Mr. Cassels uses : 
“Think before you write.” The 
paragraphs on page 99, under the 
sub-heading, “Writing the word 
picture,” should be read and re- 
read. 

Some rules are given for writ- 
ing sales letters, and as rules go 
they are very good. But every 
experienced exponent of direct 
mail will know that a sales letter 
may follow all the rules and yet 
prove a flop; or conversely it 
may seem to break almost every 
rule in the book, and yet prove a 
winner. 

This seeming paradox, how- 
ever, is recognised on page 91 in 
the pithy parody “Grammar is 
made for man, not man for 
grammar.” The pedants would 
roll their eyes at sentences begin- 
ning with a conjunction or end- 
ing with a preposition, at split 
inhnitives, or the use of the word 
“got.” Mr. Cassels does most of 
these things in the text of his 
book, and certainly he is in good 
company for examples of each 
of. these so-called solecisms are 
to be found in the specimen 
letters that are reported to have 
brought in such excellent results. 

The sales letter is the pre- 
eminent weapon in the direct 
mail armoury, but not the only 
one available to the advertiser. 
So in chapter 10 are described 
the various types of printed 
literature that may accompany or 


reinforce the initial sales letter. 
Then the short chapter of seven 
pages (153-159) on “Stunting” 
should not be missed. 

There is necessarily a 
section on what might be call 
the “raw material” of direct 
mail: letter-headings, envelopes, 
printing processes, etc., followed 
by a chapter on the important 
matter of testing. 

Chapters 18 and 19, which deal 
with the use of direct mail for 
the adjustment of complaints and 
the collection of accounts, might 
well have been placed earlier in 
the book by the section on the 
uses of direct mail, but this is 
no criticism of their value. 

The final section of the book 
(Part VI) provides 27 case 
histories of successful campaigns. 
The examples cover a_ wide 
variety both of users and objec- 
tives, and are worth the closest 
study. 

The book closes with what 
must be a novelty for any work 
on postal publicity in this 
country: a directory of firms 
upon whom the advertiser may 
call for skilled assistance or sup- 
plies and equipment for any type 
of direct mail work. 


For the novice 


In conclusion it may rightly 
be said that there is advice and 
instruction to be found in this 
book both for the experienced 
advertiser and for the novice. 
The former will probably be well 
acquainted with most of the 

inciples enunciated, but he will 
nd the whole book stimulating 
reading, and he will be unfortu- 
nate indeed if he does not cull 
some fresh ideas for his own 
work from one section of other. 

The novice should treat Mr. 
Cassels’ work as a book of 
reference. For him to read it 
through solidly would be to con- 
fuse and possibly dismay himself. 
But as progress is made from one 
type to another of this most 
exible of advertising media, he 
will find that the author has 
something to say that he himself 
has learned in the hard school of 
experience. 
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An artist's impression of the main Ekco stand at the National Radio 


Show now running at Earls Court. 


Robin Day, the designer, was 


also responsible for the Ekco offices, demonstration rooms and a 
smaller stand solely devoted to car radio. 
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Electronic Engraving 


ADVERTISER'S WEEKLY 


Statement issued by the President on behalf of the 
Council of The Federation of Master Process Engravers 


All who are concerned with the well-being of an industry must keep abreast 
with technical developments. They must recognize innovations and 
anticipate new demands which may arise. 

That is why we of The Federation of Master Process Engravers welcome 
the introduction of engraving by the new science of electronics. As yet, of 
course, the effect of this process cannot be measured and until more machines 
are in use it must remain a comparatively unknown factor. 

Looking ahead, however, we recognize that this development can play 
a part in the future of process engraving here as it is now doing in other 
countries. How large or small that part may be we have no means of 
knowing. 

It is the buyer, after all, who establishes a trend, and in order that 
he may have an opportunity of ordering electronic plates, where he considers 
them to be suitable, the Federation have decided to introduce an agreed 
interim scale of charges for plates made in this way. This will come into force 
on August 30th, 1954. 

These plates will be known by Federated Houses as SCAN PLATES —a 


term to cover any plate made on an electronic engraving machine. 


A. N. HUNTER. 
August 23rd, 1954, 


THE FEDERATION OF MASTER PROCESS ENGRAVERS, 329 HIGH HOLBORN, LONDON, WC. 


Electroni hines prod nly b d whi y 
SCAN PLATE PRICES tronic mac produce only black and white squared-up 


Inserien list of minimum prices for black ond white halftones of the same size as the original up to a maximum size of 


squared-up halftones. 10” by 8”—they cannot enlarge or reduce. 


Miz'tuusstscess” | “Sevose'twacvs'| The scale of charges is based on the employment of trade union 
r= oo labour and on practical experimental costings undertaken by the 
13 /8d. 11d. Federation. These charges may, however, have to be revised in 
15/44. 1/- 


the light of experience after the lapse of a suitable trial period. 


Copies of the scale of prices giving full details, mounting charges, grouped subject charges, and measurement 
* guidance, can be obtained from members of the Federation who are always at your service to discuss any 


aspects of process engraving. 
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@ On August 12 “‘Advertiser’s Weekly” carried a “‘Daily Mirror”’ advertisement telling— 


How an advertising expenditure of £2,260 
brought over £1 million new business 


This article by a contributor explains how the Co-operative Insurance Society Ltd., were guided in the 
preparation of that campaign 


ALTHOUGH you may 
imagine that a large in- 
surance office with assets ex- 
ceeding £100 millions has 
unlimited sums of money to 
spend on advertising, this is 
not strictly the case. You 
need only consider the value 
a customer gets from endow- 
ment assurance nowadays to 
realise that once all essential 
expenses have been met, the 
margin left for advertising is 
not large. Although the in- 
surance office carries the risk 
on the customer's life and has 
high administrative costs and 
services to render, it invariably 
succeeds in paying out a larger 
sum of money to the customer 
than has been paid in. 


Very_tight budget 


Insurance advertisers who wish 
to spend a sum of money in 
excess of their normal prestige 
allocation are thus bound to work 
to a very tight budget and 
operate with maximum efficiency. 
A system of trial and error may 
tell much but is excessively ex- 
pensive. The sensible approach 
would be to study what advertis- 
ing research has to reveal and 
then apply the lessons to an indi- 
vidual problem. In that way one 
can eliminate expensive hit-or- 
miss methods and profit by the 
experience of others. 

Here the great American de- 

ression of the early 1930s can 
elp us. 

First we had the Townsend 
brothers who analysed thousands 
of good, bad and indifferent ad- 
vertisements and produced a 
series of effectiveness ratings. 
The methods evolved do not 
pretend to show whether an ad- 
vertisement is good or bad by 
their methods. But it is claimed 
to be able to tell the better of 
two advertisements, or the best 
of a series, by a system of a 
against the likely effectiveness o 
each one. 

For example, poor attention 
value scores 25 per cent against 
whereas poor typography scores 
only one per cent against, There 
is a great deal of commonsense 
in the compilation of the 
effectiveness ratings but as they 
can total 109 per cent against 
one is apt to have prof mis- 
givings. 

However, when we reduce the 


Townsend plan to a _ simple 
formula we discover that most 
of the successful advertisements 
have one thing in common— 
emphasis of the major sales 


fore you call for 


Need and solution 


In creating the maximum 
attention through the routine of 
interest, desire, decision, action, 
everything possible must be done 
to relate the customer's need with 
the simple and effective solution 
we have to offer. Even if we 
convince our prospective cus- 
tomer that we can satisfy him, 
even if he has read all the copy, 
he may still not be prepared 
to act. 

We must consider he is exces- 
sively apathetic. 

How can we help? 

A coupon is the obvious 
answer. It solves the many 
minor _ irritatin problems in- 
volved in compiling a letter and 
replies are increased ten-fold. 
you have the facilities to include 
a post-paid card thus saving the 
nuisance of stamping and 
addressing, replies are again in- 
creased ten-fold. Catch your 
client on football coupon night 
and there is a slight increase in 
the incidence of replies. This 
may sound a naive statement to 
the hard-bitten researchers, but 
there is plenty of evidence to 
prove it. 

Some people merely cut the 
name and address from the 
envelope in which they receive 
their football coupon, pin it 
to your advertisement and thus 
make the initial inquiry which, 
in insurance advertising, may 
lead to a purchase of £1,000 
or more! 

Naturally, in this class of ad- 
vertising, all replies are carefully 
keyed, advices sent to local sales 
staff, and inquiries followed up 
in a matter of hours. The cus- 
tomer is always notified in ad- 
vance of this visit and may 
cancel it if he wishes. 

What of our media research? 

We have a rough skeleton plan 
on which to base our appeal but 
rather more important is the 
class of media chosen. The 


Hulton Survey will tell us much 
of what we want to know. If 
we are selling insurance facilities 
to buy houses, then we must 
appeal to the young. Their need 
is obviously the greater. We read 
that the Daily Mirror has a high 
“under 35” readership. So, alon 
with similar “young readership” 
ublications, we make a test trial. 

esponses are keyed and cor- 
related for various days of the 
week; seasons of the year; even 
the weather on the day of the 
insertion is given consideration. 

Once again this statement may 
appear naive but personal ex- 
perience has shown that for this 
particular class of business, re- 
sponse from a Sunday newspaper 
on a sunny day in July is far 
less effective than a cold day in 
October, although this is less 
likely to happen in a daily. 
Insurance has its seasons. So 
has house buying and the en- 
deavour must be made to cor- 
relate the two for maximum 


effect. 
Value of page 


What of research into display 
size? According to Adams and 
Starch, if :— 

a + page = | unit 
a + page = 1.7 units and 

a full page = twice the value. 

Although research on central 
and peripheral vision has shown 
that 16 per cent more time is 
devoted to a full page than to a 
half-page, the smaller _ size 
appears to be a better economic 
proposition provided the atten- 
tion value is strong. It may be 
said that replies to advertise- 
ments are roughly proportional 
to the square root of the area 
and we find that a very small 
size in a good position is far 
more effective than a larger size 
suffering competition. This argu- 
ment, of course, discounts the 
compelling effect of full colour. 

The expense of space must, 
however, related to the value 
of repetition. 

Some useful figures are pro- 
vided by E. K. Strong. Assum- 
ing a quarter page to be unity, 
the relative values of repetition 
are as follows : — 


The cumulative effect of four 
4-pages is therefore nearly twice 
as great as a single full page, 
provided, once again, that the 
attention value is reasonably 
good 


Effect of repetition 


There is a lot to be said for 
the smallest effective size and the 
maximum amount of repetition. 
The writer's nal experience 
shows that if the first coupon 
advertisement brings in 100 
replies from a mass circulation, 
the second and third repetitions 
will each increase the response 
by a further 20 per cent in each 
successive instance, but after that 
the curve will flatten and fall. 

It is therefore preferable, 
where circumstances allow, to 
arrange insertions in groups of 
three at close intervals, followed 
by a change in the appeal or by 
giving the medium a rest. This 
more than offsets the law of 
diminishing returns in media with 
moderate circulations. 

The behaviour of keyed 
inquiries tends to prove an addi- 
tional advantage of repetition. 
Number two and number three 
keyed advertisements will always 
bring out a small flush of the 
coupons from the original dis- 
play. These coupons, although 
they may be weeks old, are 
usually in excellent condition, 
indicating that there was indeci- 
sion whether or not to post them. 

The repetition provided suit- 
able reminders. 

Fortunate advertisers who have 
a sales staff to follow up and 
report business on all inquiries 
are thus able to operate effici- 
ently on the basis of pure 
statistics and reduce media values 
to a cost-percentage ratio. 

The methods outlined for 
success in insurance advertising 
are purely functional. Conse- 
quently insurance advertising, 
keyed for immediate response, is 
a very dull dog indeed. It is the 
effort of the seemingly un- 
inspired, Yet in the cold light of 
retrospect and the warm glow of 
Statistics there is no substitute. 


Page Size 
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Iver see a seal 9 
SON 


Is there something up his sleeve, will it leap out of his 
shining topper — or is it just an aquarium behind closed 
curtains? Whatever it is, he’s got his audience! A seal is 
exciting! 

Seals such as we make — jewelled, embossed, brilliant —seals 
for boxes, packs, anything you have to sell—are just the 
things to catch the eye of the beholder, trap the wandering 
attention, stimulate interest, get in before the others! 


And these are the seals for which we are famous : 


Meteratt 


Bold, sculptured, it is embossed on 
_ heavy metal foil. Gives power and 
* dignity to quality booklets, show- 

cards and plaques. 


Cameo 
Brilliant jewel-like paper seals deli- 
cately embossed in id colour. 
Embellish pottery or glass, cartons 
or woodwork. 
oe . 
Filimet 


Delicate filigree seals in thin sheet 
metal. Ideal for names and trade 
marks on almost any surface. Can 
be moulded into plastics. 


Samples and prices gladly sent on request. 


WALSALL LITHOGRAPHIC a 


MIDLAND ROAD, WALSALL Phone: WALSALL 5486 


and at: 29 LUDGATE HILL, LONDON, E.C.4. CITY 7357 
5S MARKET STREET, MANCHESTER, 3. DEANSGATE 7829 


we don’t 
say we’re 
the cat’s 


whiskers 


That sort of claim gets you 


nowhere. What we do say is that as a direct mail 
agency we have roots but no grass underfoot. And in 
case we've ever given you the impression we're a 
high falutin crowd that think of nothing less than 
ten-shot campaigns in six colours, let's say this: At 
CL we lavish as much care and attention on the 
straightforward facsimile letter, list-building, address- 
ing and mailing jobs as we do on those campaigns 
which bear our creative thumbprint, In fact our 
departments for handling this kind of work have been 
expanded to give a better than ever service, So if you’ ve 


any mailing jobs on hand we'd like to hear of them, 


About those roots — they go back 
to 1901. Our latest FACTS AND FIG- 
URES shows how we've moved with 


Cl the times. It’s yours for the asking. 


CHADWICK-LATZ LIMITED 
Creators and Distributors of Direct Advertising 


Alexander House Shaftesbury Avenue WC. Temple Bar 264: 
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MILLETT LEVENS (Engravers) LTD. 


WHADCOAT STREET, LONDON, N.4. 


ARCHWAY 4877 (4 lines) 


Manufacturers of 


Plastic and Metal Advertising Novelties 


KNITTING NEEDLE GAUGES 
BOOK MARKS 
CALENDARS 

SHOPPING LISTS 
CALCULATORS 
COMPUTORS 

WIRE GAUGE TABLETS 
WINE VINTAGE TABLETS 
SHOE SIZE GAUGES 
SLIDE RULES 

IVORINE RULES 
IGNITION KEY TABS 
MENU TABLETS 


TYPEWRITER ERASER SHIELDS 


ASHTRAYS 


PLASTIC & METAL FOIL SEALS 


BADGES 

GARMENT HANGING TAGS 
MEASURING GAUGES 
GAUGES 


DECIMAL EQUIVALENT TABLETS 


PAPER KNIVES 


PERSPEX RULES . 


STROBOSCOPES 
“ NOTES” TABLETS 
BAROMETERS 


The above lines can be supplied in plastic in any quantity, size, shape 
and colour, incorporating any advertising and/or technical data. 


We also manufacture 
PLASTIC and METAL DISPLAYS, SHOWCARDS, PACKS, Etc., Ete. 


(—/ ] You cannot help being 


brightly coloured advertising balloons. The 


(and, if you like, a gay design A 


* GARTEX "’ pre-tested 


long-life balloon 


with your name ©) C 


ages love them, J ge sees them . ~ 


Write now for c 


you for various J? 


of * GARTEX "’ 
samples and let us quot 
quantities ... We're prett 


you'll be Lt surprised at the reasonable 


“GARTEX” Ba 


Advertising Balloons attract attention and create goodwill?! 
a 


- 
oS) < 


attracted by 
famous 


s can be printed 


or the name of your product — 
as well). They create abundant 


goodwill wherever they are distributed. =. woes of all 


and the name 
je. long-life. 
e o 
#,: S. sure 


me 


lloons 


FOR ADVERTISING 


YOUNG & FOGG RUBBER CO. LTD., 124/126 HAYDON S ROAD, LONDON, S.W.19. Liberty 628! 
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Advertising Gifts and Novelties 
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ERHAPS because this 
summer has been so 
spectacularly dull and wet, the 
range of advertising gifts and 
novelties now available seem 
to be unusually gay and attrac- 
tive. From calendars to 
elaborate road maps, from 
vari-coloured pencils to clothes 
hangers that can also serve as 
clothes brushes, advertisers 
have awaiting their selection a 
mass of articles very well 
calculated to engender good- 
will and, rightly placed, in- 
crease business. 

One trend is perceptible. Give- 
away items are becoming more 
common—and more intricate. 


A complete range 

More than 25 years in the 
business of supplying advertising 
gift articles have brought Adver- 
tising Novelties Ltd. (incorporat- 
ing National Ad-Pencils) to the 
point where they can offer a com- 
plete range covering cheap give- 
aways up to expensive items for 
presentation on executive level. 
The service offered by the firm 
is likewise complete. 


If desired, they can package 
and post to addresses located in 
any part of the world and so 
relieve the advertiser of all such 
work and responsibility. The 
export business of this firm has 
been notably successful and is 
increasing rapidly. A new show- 
room has been opened. 


The latest catalogue ranges 
over 150 or so items costing from 


How to obtain goodwill and 


get more business 


coppers to half a crown. These 
include the “Supersafe” ash tray 
which gives the assurance that no 
matter how forgetful the smoker 
may be the office desk will not 
burn if the tray is used. There is 
also a pocket slide rule which 
could be made to carry a sales 
message and appeal strongly to 
all who have to make on-the-spot 
calculations. 


Variety of pencils 


From this firm also comes a 
full line of advertising pencils, 
cedarwood and mechanical, 
coloured or plain. The mech- 
anical types consist of many 
varieties in plastic, metal, silver. 
etc., and many shapes; round, 
triangular, hexagonal, octagonal 
etc. These can be fitted up as 
plug testers or letter openers, o1 
made to carry dice, calendars. 
rubbers—even a miniature of the 
product to be advertised. 


Another gift of undoubted 
value to engineer's executives, 
architects and statisticians is the 
“Sketchmaster” pad offered by 
Conrad’s Fine Art Publishing 
Company. This is a sketch block 
with a grid sheet, the whole in a 
refillable de luxe cover of leather 
and leathercloth. 


There are, of course, advertis- 
ing calendars to be obtained 
which are of a very different type 
Calendars that would distinguish 
the office in rather another way 
but as “attention getters” the 
glamour type of date-giver takes 
a lot of beating. 

For the first time last year 
Advertising Novelties Lid., put 


First-aid sets may be obtained from R. Sculthorp & Co., Lid. These 
are attractively packed in specially designed wallets which can be 
blocked or printed with an advertising message. 


An ingenious road 
map the revealed 
area of which can 
be changed by 
moving the _ side 
sections. This item 
is being handled by 
Richard Hochfeld 
(London) Led. 
Advertising — mes- 
sages can be 
printed on the 
front and back. 


out a line of “Dream Girl” 
calendars and they proved to be 
immensely successful They are 
repeating the operation this year 

. and the demand for the 1955 
version is as heavy as before. 
Two types are offered—-one for 
the wall and one for the desk ... 
the same illustrations are carried 
for each month but the poetry 
that is on the wall version does 
not appear on the other. 

The point is that while there is 
room for both poem and adver- 
tising message on the wall type 
there is not on the smaller ver- 
sion. 


Eye-catching calendar 


Another firm offering the eye- 
catcher type of calendar is 
Conrad's Fine Art Publishing 
Company. Here again there is 
a picture (an actual photograph) 
for each month This four- 
colour litho item will be exclu- 
sively used for advertising and 
only one firm in each group of 
trades will have the sole rights. 
It can be supplied either over- 
printed with the customer's adver- 
tisement on every page or on an 
extended backboard 

From this firm there also comes 
the “Notemaster” desk diary-—- 
one day to a page, in pad form. 
perforated at the top and with 
ample room for notes. This item 
can be overprinted on every page 
or have the advertiser's name 
old blocked on the extended 
eatherette-covered base The 
current and following month is 
shown next to the date The 
“Sloane” diary, also from Con- 
rad’s Fine Art Publishing Com- 
pany. measures 34 x 24 inches 
and is a smaller edition of the 
“Flyweight” diary. This waist- 
coat size model with a flexible 
cover is also very suitable as a 


ladies’ diary. The modern page 
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design is in grey on white paper. 
The catalogue of “Timely” 
ifts manufactured by Sculthorp 

wyer Lid., of an is a 
wide-ranging piece work 
which illustrates + Ba pengias 
from diaries, memo pads, 
blotters, leather wallets, rolled 
gold and sterling silver pencils 
measuring tapes, compacts and a 
new all-plastic. perpetual calen- 
dar, 


This is a very attractive desk 
accessory and has a number of 
applications, In the first place it 
can stand by itself, Additionally 
it can be affixed to an appoint- 
ment book, diary pad, or en- 
gagement book, 


One application was specially 
made up for a client last year. 


@ Continued on page 402 


These calendars (bearing a dif- 
ferent . photograph for each 
month in four-colour litho) are 
offered by Conrad's Fine An 
Publishing Company, 
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YOUR NAME 


OR YOUR CLIENT’S 
PERSONAL INITIALS 


. a$ a constant reminder to the people 
who use your products or services. We have a complete 
range of business goodwill gifts to suit all appropriations. 
Long experience has proved these personal gifts are the 
most suitable for all business purposes. 


Write or ‘phone, without obligation, for free Mustrated brochure 


R. SCULTHORP & CO LTD 


Dept. GI2A, Blackfriars House, New Bridge Street, London, EC4 


CENeral 1612/3 


THE FIRM WITH A GIFT FOR ADVERTISING 


Britain's foremost suppliers 


HOME & EXPORT 


ADVERTISING 


Phones: CLErkenwell 7110 & 2191 
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Advertising 


The August page 
of the 1955 
“Dream Girl’ 
calendar from Ad- 
vertising Novelties 
Lid. First issued 
last year this line 
proved very suc 
cessful. 


eeeaeii 


| Taking the form of a combined 


telephone index, desk diary and 
the perpetual calendar, it came 
with a black and white effect that 
was more than ordinarily pleas- 
ing. 

From this company can also 
be obtained a large selection of 
brushes—for clothes or hair- 
covered with pig grain leather. 

A number of attractive novel- 
ties designed for wide distribu- 
tion have been developed by 
Tresises Drip Mat preter re 
of Burton-on-Trent, especially 
with a view to having them take 
the place of the more conven- 


| tional Christmas card, 


Recorded messages 


The firm's successful “talking 
tape,” which was launched last 
ear, is far from played out. 

essages can, of course, be re- 
corded to suit individual re- 
quirements and a number of 
orders have already been booked 
by Tresises for next Christmas. 
Some of these new types will 
have the “sounding boards” cut 
out to special shapes representing 
the interests of the advertiser . . . 
a cut-out Santa Claus with the 
talking-tape as Santa's long but 
eloquent tongue is an example. 

Drip mats produced by this 
company are far from  con- 
fine to brewery customers. 
Dairymen and milk-bar proprie- 
tors, soft drinks manufacturers 
and many others in no way con- 
nected with any beverage have 
found the point-of-sale value of 
the advertising drip mat an 
attractive proposition at a very 
small cost. One customer has 
ordered a quantity of large, thick 


mats eight inches in diameter for 
use in the home. The printed 
message, constantly before the 
housewife in the kitchen is not 
to be underrated as a publicity 
factor. 


Golf tee power 


Another speciality from this 
firm is a packet of three golf-tees. 
Each tee is stamped on top with 
a slogan or other advertisement 
containing up to 22 words or 
characters. Frequently lost after 
driving, these small objects are 
later found by players following 
on. When this happens, the ad- 
vertising value of the tee is at 
once multiplied. 

The firm of Richard Hochfeld 
(London) Ltd. is now handling a 
new and very ingenious system 
of road maps. Shown on page 

is Switzerland, 
map of Great Britain 
English text only) is in prepara- 
tion. The Swiss map carries 
directions in English, French, 
German and Italian. 

This item has remarkable 
possibilities for advertising and a 
suitable panel is available for 
that purpose on both sides. 
Twelve different sectional maps 
are possible and are made to 
appear by manipulating the tabs 
at the side . . . six Maps on one 
side and six on the other. The 
sections are so arranged that the 
entire country is covered. 

Known as the “Automapic,” 
this is both a fascinating and a 
useful article which will be 
greatly prized by those fortunate 
enough to be presented with onc. 


@ Continued on page 403 


An attractive line 
of “Fiesta” glass 
objects is offered 
by Chance Brothers 
Lid. The patterns 
impregnated into 
the glass never 
wear off. 
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Novelties 


The goodwill potential of this 
item is enormous. 

Apart from the “Automapic” 
and wall calendars, Richard 
Hochfeld (London) Ltd., offer a 
very wide range of publicity gifts 
and sales aids particularly de- 
signed to bring distinction to the 
desk. These include diaries, note 
pads, pen stands, clocks, and 
perpetual calendars. One of the 
diaries issued by this firm is an 
impressive affair more than two 
inches thick. The lower part of 
each sheet is used for appoint- 
ments and that section can be 
torn off, the upper part remain- 
ing as a diary in book form. 

Advertisers who are concerned 
with large quantities of advertis- 
ing novelties must, of necessity, 
be concerned with the overall 
cost. In this connection, the firm 
of Millett, Levens (Engravers) 
Limited, issue a range of plastic 
and metal advertising novelties to 
eover almost every industry. 
During the past year, this firm 
has noted that more and more 
national advertisers are going 
over to such a form of gift 
advertising medium. 


Ma ty 


Ps ia, eee 
wre | 


To advertise their line of adver- 

tising gifts and novelties, Mac- 

laurin & Co, took space with this 

display in the recent Advertising 

Display and Packaging Exhibi- 
tion held in Sheffield. 


_ abilit, 


The “Sketch- 
master” pad is of 
undoubted value to 
architects and stati- 
sticians. From Con- 
rads Fine Art 
Publishing Com- 
pany, this is a 
sketch block with a 
grid sheet. Leather 
and _leathercloth 
form a cover which 
can be refilled. 


Such advertisers are able to 
obtain effective coverage using an 
inexpensive novelty, whereas the 
more expensive type tends to 
limit their field. One of Millett, 
Levens (Engravers) Limited's 
most successful lines has been 
the six-inch plastic ruler. In large 
quantities, this ruler is supplied at 
the cost of roughly one penny. 
In a similar vein is the plastic 
knitting needle gauge, and a key 
ring with a tab. 


Engraved advertisement 


A distinctive line of alabaster 
desk accessories is offered by R. 
Sculthorp & Co. Ltd., most of 
them in a natural shade, although 
a thermometer book-end and a 
small dish can be supplied in blue 
or pink. Included among these 
items is a table lamp stand and a 
pen stand with drawer. All have 
ample space for engraving adver- 
ising matter. 

From this firm also comes a 
first aid set—a rather unusual 
advertising gift. This is a 
“Toilok” — which this 
firm can offer exclusively. Very 
attractively ‘ilies in specially 
designed wallets (which can be 
blocked or printed with an adver- 
tising message), there are three 
versions available. A large set 
fitted with scissors, roller band- 
ages, burn dressings, lint, adhesive 
tape, etc., and an instruction leaf- 
let on first aid ; and a small handy 
set which is available in black or 
transparent wallets. 

As a Sheffield firm, Maclaurin 
& Co., specialise in penknives. 
scissors and pocket sets of good 
quality. Always such articles 
have an appeal and a powerful 
to convey an cffective 
advertising message. Every item 
sold by this firm « of British 
manufacture. One of the most 
popular items coming from 
Maclaurin & Co.. is a coat 
hanger which folds into two to 
provide an efficient clothes brush. 

A very attractive line of 
“Fiesta” glass objects is offered 
by Chance Brothers Ltd. of 
London. “Fiesta” is a process by 
which a pattern is impregnated 
into glass and it never wears off 
or loses its colour. Although 


wi @ Continued on page 404 


ADVERTISER'S WEEKLY 


FRANCIS HOLLINGS & CO. LID. 


Established 19/9 
16, GREAT QUEEN STREET, 
KINGSWAY, W.C.2. 


Chancery 4600 


SPECIALISTS IN GOODWILL GIFTS 
including ‘ROBOT’ perpetual 
calendar, Self Seal ashbowl, “Open 


Flat” desk diaries, etc. 


CATALOGUE OR SUGGESTIONS ON REQUEST 


MESSAGE TO ADVERTISING GIFT TRADE. 
HAVE YOU RECEIVED DETAILS OF THE 


WANBEL 


Jotta-Blotta 
DESK BLOTTER AND DIARY 
FOR 1955 


? 


if NOT SEND FOR iiLUs- 
TRATED PRICE LIST TO THE 
MANUFACTURERS, 


HENRY ELWINLTD 
(DEPT. A2) 
PLUMPTRE STREET 
NOTTINGHAM 
A QUALITY PRODUCT WITH YOUR CUSTOMERS 
NAME AND ADDRESS INCLUDED AS REQUIRED. 


Its a Gift 


ue illustrating many original items for which 
we have sole distribution, will simplify your search for a suitable gift 


MAY WE SEND YOU A COPY? 


Our 1954 Catal 


aun 
“L2.52-F 


Specialists in Advertising Gifts 


106 BACKFIELDS, MOORHEAD, SHEFFIELD 1 
Phone: Suerreip 25703 Grams: Guers Suerreco 
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: The Directors and Staff 
| of Sculthorp Sawyer Lid 
invite you to write for a 
copy of their profusely 
3 sIlustrated catalogue of 
i 


“ TIMELY ” 
GOODWILL GIFTS 


Timely Works, 
High Street, 
Kmgston-on- | bames 
August, 1954 


ADVERTISING 
GIFTS 
AND 

SALES AIDS 


Much thought and great 


er a care have been expended 
! hy . in assembling the Reedoh 
. range of seasonable adver- 
= tising gifts, sales aids and 
2 novelties. 
Each has character, 
2 ality and is good value 
me 
ag 
i 


Our 1954 Catalogue AW, 6 will be sent to you on request. Early 
orders mean economical buying and satisfactory deliveries. 


RICHARD HOCHFELD (London) LTD., 28 Archwoy Rood, London, N19 
Telephone Archway 4388 Telegrams : Reedoh, Norphone, London 


Advertising Gifts and Novelties 
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The new all-plastic 
perpetual calendar 
from  Sculthorp 
Sawyer Lid. A wide 
range of advertis 
ing gifts and novel- 
ties is offered by 
this firm. 


objects made of glass with the 
“Fiesta” process look very deli- 
cate, they are in fact strong and 
can be treated in every way like 
fine china. 

Mention has been made of an 
outstanding motor map. Maps 
for the motorist of a less expen- 
sive kind are produced by Motor 


Maps Ltd. These are visual dia- 
grammatic maps which show 
accommodation on the trunk 


roads of Britain. 

A new advertising gift which 
was shown for the first time at 
this year’s BIF, and issued by 
Roper Stammers Ltd., is styled 
the “Keypack.” This is a fresh 
variation on the theme of the 
ever-needed key case-—this time 
a plastic article with no metal 
part to give wear and tear to the 
pocket. Supplied in six colours 
it is grained in an attractive 
finish, and the unique method of 
fastening ensures that the weight 
of keys causes the ring to drop 
out of the case immediately the 
button is unfastened. In _ this 
type of case the more keys there 
are within the quicker any one 
of them can be got out. Imprints 
of trademarks or other matter 
can be made as required. 

A very wide range of desk 
diaries can be obtained from 
Shaws Efficiency Devices (The 
City Ltd.), 180 Fleet St, E.C.4 
One, a “System™ tablet diary, 
comprises 313 daily sheets—-one 
for each working day of the year 

mounted on a stout board 
base, and covered in an attractive 
shade of maroon leatherette. 
Each page is perforated at the 
top for easy detachment, and the 
diary can be used either flat on 
the desk, or hung on a wall from 
the eyelet at the top of the base. 


Each page contains a useful busi- 
ness maxim and there is ample 


space for noting appointments, 
messages and telephone calls. 
This is the kind of gift that will 
bring the giver a lot of goodwill 
throughout the year. 

From Beney Ltd. come preci- 
sion pocket and table lighters 
which must always be a joy for 
any smoker to receive. Each item 
carries with it a guarantee against 
faulty workmanship and is sup- 
plied complete with pouchette 
and wheel-cleaning brush which, 
in the words of the catalogue, 
“helps the ultimate possessor to 
keep his Beney a thing of beauty 
and a lasting companion.” 

The 1955 range of calendar 
pads issued by the Rapidate 
Publishing Company, Ltd., has a 
new look ; there is now a wide 
choice in both size and subject 
of multi-coloured pictures. There 
are many possible combinations 
of these prints with the available 
three sizes of quick reference 
calendar pads. , Also there is a 
choice of background design and 
arrangement of advertising 
matter. 

It is a wise move to provide a 
gift that will be kept on the desk 
for a double purpose: for use 
and for decoration. 

The range of glass gift lines 
produced by Novolor  Ltd., 
fulfil these conditions. Aithough 
mass produced by an exclusive 
photoprinting process, the articles 
issued still possess the individual 
character of craftsmanship. The 
range includes paperweights, ash- 
trays, perpetual calendars, pen 
holders, and rocker blotters. 

In every case a message and 
design in line and/or half tone 
can be printed on the glass 


-PHOTOPRINTING 


\ON GLASS \ 


IT’S HIGH TIME TO ORDER 
YOUR CHRISTMAS GIFTS 


DISTINCTIVE ADVERTISING 

EXECUTIVES’ 

GLASS PAPERWEIGHTS - 
OLDERS - 


PEN H ROCKE 


GLASS ASHTRAYS . 
R BLOTTERS PERPE 


GIFTS FOR 
DESKS 


DESK 
TUAL 


CALENDARS 
~ to 10/- including Purchase Tax 
NOVOLOR LTD., 


4 Carlisle Avenue, London 


» E.C.3 
Pek: BOY AL 6828 (three lines) 


ADVERTISING MIRROR MANUFACTURERS 
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Striking increase noted 


in press advertising 


A REPORT has recently 
been issued by the Central 
Information Office of the 
Netherlands Daily Press 
(Cebuco) concerning the 
number of advertisements 
(mm lines) inserted in the 
daily papers by national adver- 
tisers during the last quarter of 
1953 for 35 groups of articles. 
Along with this report has also 


come comparisons for the 
years 1951, 1952 and 1953. 
As regards the first three 


quarters of these years the com- 
pilers of the report have re- 
marked “we are struck by the 
fact that . . . the increase in the 
number of mm lines inserted (in 
advertising pages) in 1953 com- 
pared with 1952 is greater than 
during the same period of 1952 
as compared with 1951, viz., 
12,000,000 as against 8,000,000. 
The fourth quarter, however, 
presents a converse picture, with 
the consequence that the differ- 
ence between 1953 and 1952 is 
smaller than between 1952 and 
1951.” 


Editorial advertisements 


In the category of editorial 
advertisements “the increase in 
the number of mm lines for 1952 
in comparison with 1951 was 
approximately 150,000, and for 
the year 1953 in comparison with 
1952 approximately 5,100,000. 
While the number of ordinary 
mm lines in the advertising pages 
decreased, the editorial advertise- 
ments show an enormous 
increase.” 

A table published in the report 
shows a decrease in the number 
of mm lines for editorial adver- 
tisements inserted in the first two 
quarters of 1952 as compared 
with the same period in 1951. 


There was then another in- 
crease which continued into the 
fourth quarter. Further, there 
was a very great increase in 1953 
as compared with 1952, particu- 
larly in the second and third 
quarters. 


In addition to the data given 
in this survey of the Netherlands’ 
newspaper advertising linage, 
data is given about the space 
comprised in the whole of that 
nation’s daily press. A constant 
increase is shown through the 
years 1950 to 1953. 


In an explanation of the pro- 
portion of advertising linage to 
this overall increase of daily 


press space the report makes two 
points : 

@ For ordinary advertisements 
the difference for improve- 
ment in 1953 as compared 

smaller than 


with 1952 is 


that for 1952 as compared 
with 1951. 

@ This difference is offset by 
the increase in the number of 
mm lines of editorial adver 
tisements in 1953 as com- 


pared with 1952 which was 
much greater than that of 
1952 as compared with 1951. 


HOLLAND 


Furthermore, data in posses- 
sion of the Advertising Statistical 
Service shows that the total mm 
line space occupied in the adver- 
tising pages rises gradually from 
year to year, but that there are 
appreciable differences to be 
observed in comparison with the 
total mm space occupied by 
national-regional advertisements 
on the one hand, and local 
advertisements on the other. 


“In 1952,” declares the Cebuco 
report, “the mm line space occu- 
pied by the  national-regional 
advertisements appeared to have 
considerably increased, whilst as 
regards local advertisements 
there was a decrease as compared 


with 1951, so that, as regards the | 


total, the Advertising Statistical 
Service recorded for 1952 a 
gradual increase in comparison 
with former years. Hence a set- 
off took place here. 


"> Increase’ in lines 


“In 1953 the local advertise- 
ments regained so much ground 
that in the case of this category 
the number of mm lines in- 
crease: 


The opeet then observes: “If 
the total space occupied by mm 
lines in 1953 is compared with 
that of 1951, then it will be found 


that the mm line space occupied . 


by the national-regional adver- 
tisements increased by 35 per 
cent. For the local advertise- 
ment mm line space the improve- 
ment was five per cent.” 


In issuing this survey Cebuco 
have been at pains to point out 
that it relates only to the number 
of mm lines inserted for 35 
groups of articles (e.g., motor 


cars, beer, bleach, margarine, 
polish, pudding, razor blades, 
etc.). Therefore, “it would be 


wrong to draw from these details 
a conclusion in respect to the 
whole of the advertising — 
occupied in the Dutch press 


ADVERTISER'S WEEKLY 


Top national/local coverage of the Netherlands 
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Holland’ s largest daily newspaper offers 


—_— 


10 per cent coverage of the Dutch consumer 
market. 

Over 287,000 daily net circulation. 

Over 272,000 regular subscribing families or 
10°, of the Netherlands 2,552,000 homes 
10% of the national newspaper-accounts 
Readership principally middle class — public 
officials, farmers, office and manual workers 
~ neither rich nor poor — the mass consu- 
mer market who spend £1,400,000 weekly 
on food, clothing, household equipment, 
education and entertainment. 


Holland's greatest national with effective 
regional rates and discounts. 


Represented in Great Britain 
A. PRESS LIMITED 
14 Dover Street, London, W.1 
Mayfair 8615 
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ADVERTISING GIFTS 


WE INVITE YOUR 
INQUIRIES FOR 
XMAS BUSINESS 
GIFTS FOR DESK 
AND PERSONAL 
USE. 


EXTENSIVE RANGE, 


EXAMPLE OF 

OUR KEEN PRICES: 
72° STEEL TAPE 
MEASURE WITH 
INDIVIDUAL 
ADVERT. FROM 1/94. 


EUSTON 2300 Dele. (LONDON) LTO. EUSTON 2300 
OFFICE AND SHOWROOM, 58 GRAFTON WAY, LONDON, W./. 
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Fridays Ninepence 


THE NEW 


STATESMAN & NATION 


Sells quality goods and services to influential people 
who lead opinion at home and abroad. Has a larger 
net sale and a lower rate per page per 1,000 copies 


sold than any other weekly review of public affairs, 
literature and the Arts. 


The A.B.C. figure for January-June 1954 is 


70,598 
—only a fraction of the total readership. 


The rates are £110 per page and pro rata; 
All positions are in, next or facing matter. 


Great Turnstile, W.C.1. 


You Were Right.... 


. . . . those of you who said a bold coloured cover would pay 
dividends. It has. 


Circulation is going up, so are advertising bookings. And talking 
of Advertising bookings you will soon be drafting your 1955 
schedules. Don’t forget TIME & TIDE: it’s more of a “ must ” 
than ever. Contact Bill Clarke at MUSeum 3855 


TIME & TIDE 
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THE SERIOUS PRESS 


An advertising medium that is 


_ care by the higher income 


TERS IS enough serious 
business of one sort or 
another going on in the world 
to-day to puzzle most people. 
There is, however, by way of 
compensation, a vast army of 
experts (also of one sort or 
another) both anxious and 
eager to straighten things out 
for them. And the role of the 
serious press is to place the 
puzzled in touch with those 
who know all about it... or 
at least about some of it. 


Of course not all who read the 
serious press have any sense of 
being puzzled about anything. 
They may simply want to know 
more about everything or at least 
a little more about something. 
Whichever way it goes, in the 
serious press, the advertiser has 
at his disposal a thriving medium 
which is ope with exceptional 
care by the readership. And it is 
a medium which enjoys an out- 
of-the-ordinarily high readership 
per copy. Furthermore, for the 
most part the readers derive from 
the professional and higher in- 
come classes. 


Very steady readership 


Another point of some signifi- 
cance is that many of the organs 
of this press have a long tradition 
and honourable history and the 
tendency is for their readership 
to remain very steady. 

In the case of the Spectator, 
the first issue came out in 1828 
as “a weekly journal of news, 

litics, literature and science.” 

ews was given the most promi- 
nent place. That fundamental 
policy has never changed . . . and 
there have been only eight editors 
since its foundation. A ques- 
tionnaire — in the journal 
last March has convinced the 
publishers that a firm bond of 
understanding eXists between the 
staff and readers. 

Circulation last June stood at 
38,353—an advance on the pre- 
vious December figure which was 
37,155. The readership is com- 
puted at around six to seven per 
copy and derives from profes- 
sional men and women, company 
directors and business executives, 
self-employed persons in every 
sphere, politicians, farmers and 
serving officers . . people, in 
short, who take a keen interest 
in current events and problems 
and who also appreciate the 
importance of the t things 
in civilised life. 

The overseas circulation is 
about 5,000 with an estimated 


minimum readership of 30,000. 
Advertisements cover the fields of 
finance, travel, publishers, insur- 
ance, prestige and classifieds. 

By far the greater number of 
advertisements in Books, the 
journal of the National Book 
League, are from publishers. 
Additionally, however, stationery 
manufacturers and _ insurance 
companies also advertise through 
insets. The publication appears 
eight times a year (monthly 
from September to January and 
every two months over the re- 
maining pa and the format 
is Royal Octavo. The usual 
number of pages is 32, but dur- 
ing the last year two issues ran 
to 40 pages. A further two issues 
had an extra four pages of pic- 
tures on art paper. Beginning 
next month, the number of pages 
will again be increased and the 
issues will possibly increase to 
10, or even to 12, thus establish- 
ing Books as a monthly. 

Distributed free to members of 
the National Book League, the 
journal therefore reaches about 
15,000. Rather more women 
read it than men, and there are 
more over-30 than under-30 
readers. As between town and 
country the readership is evenly 
divided. About 700 copies go 
overseas. 

A special supplement issued 
by the Cornhill Magazine, in 
addition to the ordinary quarterly 
numbers, had a sale of almost 
10,000. The current number, 
which celebrates the thousandth 
appearance of the magazine, is 
twice the normal size and is in 
brisk demand. Readership of 
journal (formed by Thackeray as 
an illustrated magazine) is con- 
sidered to be around 30,000. All 
income groups from £350 per 
year upwards are thought to be 
the most likely readers. 


Fine tradition 


The special “1,000” issue con- 


tained contr:butions from a 
number of eminent writers, 
including Osbert Lancaster, 


H. E. Bates, and Sir 
Clark. Commenting on the anni- 
versary, the Manchester Guardian 
ran a leader which declared that 
the journal had retained “through 
its long life a fine tradition of 
literary discrimination in fiction 
.. . it keeps up its form in a 
quiet, determined, and soberly 
cultured way,” 
The career of the Listener 
began in 1929. From the outset 
the intention was “ serious "the 
Hadow Educational Committee 


had recommended its establish- 
ment as a powerful aid to adult 
education. It started with an 
early circulation of about 10,000 
copies a week. Last year average 
weekly net sales totalled 133,105. 
Since that time the figure has 
moved up still farther and now 
stands at about 135,000. 


All phases of the country's 
cultural life are handled in the 
Listener. Talks given on the 
BBC are reprinted in its pages 
and an analysis of subscribers 
has shown that they include 
Ministers of State, politicians, 
journalists, managing directors 
of industrial undertakings, people 
interested in art, scientists, and 
students. 


Analysis of readers 


With a readership well over 
675,000 an inquiry into the in- 
come groups composing it gave 
the following result: 90,000 with 
incomes in excess of £1,250 a 


year; 130,000, with incomes 
ranging between £750 and 
£1,250; and 200,000 with in- 


comes between £400 and £750. 

An advertisement for the 
journal recently described the 
readership as being made up of 
“.. . educated, responsible mem- 
bers of the community who wish 
to keep a finger on the pulse of 
world affairs and ... keen to 
follow new trends of thought. 
They respond to a _ reasoned 
appeal rather than the ‘big 
drum’ and they go for ‘quality’ 
every time.” 

An estimate of the circulation 
overseas gives it as approxi- 
mately 20,000 with a readership 
of about 80,000. 

The advertisements carried in- 
clude many publishers’ announce- 
ments, institutional advertise- 
ments of leading industrial con- 
cerns, and those from banks. 
Also included are advertisements 
from insurance and building 
societies, travel agencies, better 
class turnishing houses, and com- 

nies dealing with electrical, 

ousehold, tobacco, and office 
equipment items. 

Advertisements of alcoholic 
beverages or patent medicines are 
not accepted, 

The bi-monthly, English- 
Speaking World, records an 
increase in circulation up to 
46,067 as of December 31 last. 
The previous year’s figure had 
been 42,994... and the year 
before that 41,212. 

This magazine goes by direct 
mail into the homes of members 
of the English-Speaking Union in 
the United Kingdom, 
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read with 


groups 


Commonwealth and the United 


States. The total readership is 
claimed to be approximately 
120,000. 


British-American relations 


An overseas readership is the 
aim of the sponsoring organisa- 
tion — the English - Speaking 
Union. The claim is, therefore, 
that the journal is read by 
intellectuals, professional people 
and business executives on both 
sides of the Atlantic—‘thought- 
ful people in the upper income 
groups who uphold the aims of 
the English-Speaking Union of 
the Commonwealth, and thereby 
strengthen the cause of British- 
American relations.” 

The editorial policy is to 

blish authoritative articles by 

ding Commonwealth and 
American writers. No special 
advertisement features are 
arranged because of space limita- 
tion, but regular advertisers in- 
clude hotels and guest h 
travel agencies, publishers, an 
individual firms of good repute. 

Another journal with a distinct 
appeal to the reader overseas is 
the European and Atlantic Digest 
which has the declared editorial 
policy of fostering the unity of 
the European and North Ameri- 
can continents, It is currently 
publishing a series of supple- 
ments on the member states of 
the North Atlantic Treaty Or- 
ganisation. Official bodies in 
many of the countries covered 


_ by the editorial policy acquire 


supplies for use in educational 


institutions, 

The oney Eastern World, 
now in its eighth year of publi- 
cation, is widely regarded as an 
international clearing house of 
opinion and information about 
the Orient. Actual circulation 
stands at about 11,750 with an 
estimated readership some 


60,000. 

\n addition to Asia Report (an 
economic newsletter) Eastern 
World has also publirhed this 
month a reference book on Asia 
—Asian Annual—which carries 
advertising from firms all over 
the world. 

Founded in 1925 as the Crown 
Colonist, the Tothill Press fort- 
nightly publication the New 
Commonwealth is the sole 
periodical dealing regularly with 
all Commonwealth developments. 
Its readership largely consists of 
administrative and jal per- 
sonnel overseas, political leaders 
and executives of all substantial 
industrial and mercantile firms in 


@ Continued on page 408 
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pastimes, hobbies, 


To be published shortly - - - 


\ tion- 

An assessment of 7,000 replies to a questic 
ire concerning the interests, reading habits, 
nth bt travelling habits, age 


i ‘ h and 
oups, professions, occupations, lengt 
early of readership and personal status 
of its readers will shortly be published 


by 
THE SPECTATOR 


’ 


SIXPENCE WEEKLY * FRIDAYS 


Advertise to well-to-do Jewish men and women .. . in 


THE JEWISH OBSERVER 


AND MIDDLE EAST REVIEW 


EDITOR | JON KIMCHE 


The most discussed Jewish News Magazine. 

ABC Net average weekly sales JAn.-June, 1944, 15,382. 

A highly remunerative medium used by national advertisers. 
The Jewish New Year commences September 28th. 

Book spaces NOW in the issues preceding this Festival. 
Please write for specimen copy and rate card to 

The Advertisement Representatives : 


WILLIAM SAMUEL & COMPANY (LONDON) LTD. 
17 PHILPOT LANE, E.C.3. or Telephone MANsion House 0428 


b nOWCARDs 4 


st CARDS STREA 


iM | 
‘s POSTERs © ~ 


ye 10 ANY 52° 
(Som seed a 


SILK SCREEN ARTS L? 


97 SHIRLEY ROAD. CROYDON 
AODDISCOMBE 3147-8 


HIGHEST GRADE 
CLEAN «+ SHARP 
RATISMANSHIP 


PEEDY SERVICE 
\ EXPRESS ¢ 
DELIVERY 


the read 30,000 | 
pte 9 mn ned | 


‘*PIRST AID & 
NURSING” 


reaches the first aid and nursing 
personnel and organisers of the 
RITISH RED CROSS SOCIETY 
COHN 


AMBULANCE BRIGADE 
Ways 


NDON ANSPORT 
IRE SERVICE DEPARTMENT 
POLICE, INDUSTRIAL CLINICS 
arc, arc. ETC. 
The Gdverteqment 
to you « 

theement rates. Lal arch 
ar er write to 32, Finsbury Square, 
Lenden, @.€.2. 


LK ASTERN 
WORLD 


The most effective 
advertising medium 


for the 


ASIAN MARKET 


1/1 py C80: dp, £15 108: bp, 
45, Dorset Street, London, W.!. 


| surveys of 


| gators on 


G.F. KRUSE 


Giants? 


. you will like our illustrated 
mt p a 
for your copy 


Autotype, Brownlow Rd., W.13. Ealing 269! 


| of this year stood at 
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The Serious Press 


the Commonwealth and United 
Kingdom. 

The ABC circulation figure for 
the first six months of this year 
of the Jewish Observer and 
Middle East Review was 15,882. 
The recent rise of this journal 
may be appreciated by noting 
that during the first six months of 
1952 circulation stood at some 
6,000. The bulk of the readership 
consists of middle and upper 
middle class people with about 
two-thirds of them Jews who, in 
a special Joint Palestine Appeal, 
individually contributed between 
£10 and £70,000. 

National advertisements of 
every type are carried along with 
specialised advertising concern- 
ing the Middle East generally, 
Israel and the Jewish public. 
About 3,000 copies of the 
journal go abroad. 

A prominent feature on the 


| “serious press” scene is the New 


Statesman and Nation. The 
trenchant commentary of this 
journal on home political, 
economic and foreign subjects 


| makes it an indispensable publi- 


cation for a wide range of 
politicians, statesmen and jour- 
nalists. Many of its readers have 
buying powers for the organisa- 
tions they represent, while the 
personal needs of the great 
majority (key people in business, 
industry, public administration, 


| the professions and the arts) are 


well above the national average. 
Many of the younger readers first 
take the paper while at the uni- 
versities and continue the habit 
in later life. 


Topical problems 
Increasingly the paper has 


| adopted a policy of devoting 


space to special comprehensive 
topical problems. 
Some of these have appeared as 
a series of articles by staff investi- 
such questions as 
Africa's future, poverty under the 
Welfare State, the development of 
the Scottish Highlands, etc. Last 
May a six-page survey of Malaya 
was published—precisely at a 
time when the Colony’s 
administration was being debated 
in Parliament. 

The average weekly net sale 
during the period January-June 
70,598 
(ABC figure). For the corre- 
sponding period of last year the 
figure was 71,544 with 69,211 as 
the average figure for the whole 
of 1953. 

The readership of this journal 
is thought by the publishers to 
be in the region of 250,000. 

Advertising is carried for 

nks, insurance companies, 
building societies and many large 
industrial concerns (both for 


| prestige and sales campaigns). 


Company meeting reports are 
also published along with a wide 
range of consumer advertise- 
ments—food, drinks, cigarettes, 
cigars, tobacco, toilet requisites, 
furniture, travel, clothes, tuitiona 
and entertainment facilities, etc. 


The jousnal is one of the essen- 
tial media for publishers and 
during the course of the year 
carries the announcements of 
over 160 of the leading houses. 
There are generally six special 
books numbers issued per year 
and on these occasions many 
extra pages are given over to 
reviews and advertisements. 
There is a very flourishing clas- 
sified advertisement section. 


United States readers 


Some 17 per cent of the 
journal's circulation is overseas 
and it claims to be the first to 
inaugurate an air express edition 
to the United States. 

Although the appearance of 
the New Statesman and Nation 
has not changed during the past 
12 months new features have 
been added — including the 
cartoons of Vicky and the 
accompanying detailed and 
candid character sketches. 

Founded in 1920, Time and 
Tide is a politically independent 
weekly journal which has con- 
sistently campaigned for the 
freedom of ideas and expression 
and for the freedom of the indi- 
vidual in the modern State and 
his right to question and criticise 
the decisions of officialdom. 

An important feature of this 
policy has been its support of 
private enterprise. Over the years 
it has championed the cause of 
Commonwealth unity and the 
value of the links which bind the 
Empire as a trading and cultural 
unity. 

In addition to its political com- 
ment, it devotes a considerable 
portion of space to book reviews, 
the arts, industrial affairs and 
humour, and contributors during 
the past six months have in- 
cluded Julian Amery, Nicolas 
Bentley, Lord Birkenhead, Lord 
Hailsham, and A. P. Herbert. 


The circulation has been rising 
steadily for close on two years 
and the readership per copy, on 
average, is above six. In May, 
the publishers gave a lead to the 
serious weekly journals by intro- 
ducing a bright blue cover, 
making a few changes in the 
format to give a crisper appear- 
ance and introducing occasional 
cover illustrations. ¢ effect on 
circulation was immediate. With- 
in two months the rise in net 
sales accelerated sharply, and 
the rate of improvement has 
been maintained it is claimed. 


Selling period changed 

These increased sales have 
been backed by the issue of 
weekly contents bills incorporat- 
ing the colour and lay-out of the 
front cover. The selling period 
has been increased to cover the 
Sunday trade in selected areas of 
London and the provinces and 
uniformed sellers have been used 
to promote sales in connection 
with special features. 


The first of a series of Com- 
@ Continued on page 409 
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monwealth supplements appeared 
early in July and was devoted to 
Australia. 

In order of numbers the princi- 
pal categories of fully paid reader- 
ship are company directors, 
business executives, doctors and 
surgeons, serving and retired 
officers, civil servants, authors, 
lawyers, artists, actors and archi- 
tects. 

Each week an air mail edition 
is produced for the convenience 
of overseas readers. In addition, 
the paper has a steady circula- 
tion among senior government 
and commercial executives 
throughout the Commonwealth. 

The aim of the publishers is 
that Country Fair should be “the 
most light-hearted of all the 
country magazines” and their 
claim that the readership is 
abnormally high is based upon 
the heavy demand for the special 
binders. 

First published in July, 1951, 
the policy has been not so much 
to build figures as to acquire a 
genuine A-class country reader- 
ship. The supporting advertisers 
are drawn from those offering 
quality goods to a well-to-do 
rural public. Country Fair had 
a successful stand at the Royal 
Show. 

The total readership of the 
monthly English Digest is esti- 
mated at about 500,000, drawn 
largely from the professional 
classes. Unlike other publica- 


The Serious Press 


tions of this type no attempt is 
made to cover the world—the 
emphasis is heavily upon the 
word “English.” Established in 
1938 the one shilling price to-day 
is the same as pre-war. 

The circulation of Truth has 
steadily increased throughout the 
year. It is estimated that the 
bulk of the readership derives 
from people who own their busi- 
ness (or manage someone else's), 
politicians, investors, club mem- 
bers, and serving officers. A 
developing trend of readership 
among trade unionists, lawyers, 
and journalists which was noted 
a year ago is still continuing. 


Commonwealth readers 


The overseas circulation is 
particularly strong in respect of 
the Commonwealth and Colonies 
and the list of foreign subscribers 
includes some living in the Soviet 
Union. 

A wide range of advertising 
appears in its pages with the 
bulk coming from banks, build- 
ing societies, insurance companies, 
company meetings, music 
festivals, city companies, and 
book publishing houses. 

New features have been added 
to the editorial pages. In the city 
section, “Mammon on _ the 
markets,” for example, there is 
now a regular comment on tea 
and also a monthly report on the 
activities of the Belfast Stock 
Exchange. The arts section has 


Catalogue, showcard, 
leaflet or packaging 
as long as its production 
involves the use of 


Spicers Paper Consultant 
at the planning stage. 


It’s a good job 
we asked DIM along! 


some kind of paper or board, 
you will find it pays to call in 


speak to ia 


Telephone: CENTRAL 4211 
19 New Bridge Street - London EC, 


been extended and now covers the 
whole field including television, 
cinema, gramophone, books, 
music, ballet and theatre. 


Changes in prospect 


Cems in format have lately 
taken place to bring the publica- 
tion into line with modern 
practices and further alterations 
in this sphere are scheduled for 
the near future. 


Following a change of editor- 
ship in May, two notable features 
have been introduced. One of 
them is Randolph Churchill's 
“Guide to the Press.” Further- 
more, a special interest is being 
shown by Truth in the applica- 
tion of atomic power to industry, 
In this connection, a series of 
leaders is being followed up by 
articles written by authorities on 
this subject. 

A survey carried out by the 
Geographical Magazine estab- 
lished that the average number of 
readers per copy was five, and 
that 56 per cent owned motor- 
cars. Nearly one-half of the 
readership, it.was found, went 
abroad for their holidays and 
more than 60 per cent were in 
professional employment. To a 
very considerable extent this 
journal enjoys a male readership. 

The actual readership of this 
world-ranging journal (part of 
the telegraphic address _ is 
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“Boundless”) is hard to calculate 
and the estimated figure of five 
r copy does not include the 
arge number who see it in 
schools, institutions, universities, 
libraries, etc. In a public library 
it is reckoned that upwards of a 
hundred may peruse it with care 
during the course of a month. 


The overseas circulation aver- 


ages 17,500 copies, while the’ 


latest ABC figure for this 
country stands at 52,667. 


Good taste aim 


The policy of Blackwood's 
Magazine is summed up as “to 
provide good class entertain- 
ment, good taste and good 
English” and the circulation is 
rising. The last ABC figure gave 
it as 18,750; for the last half 
of 1953 the comparable figure 
was 17,304. The belief is that 
the readership is around six per 
copy. 

Members of the fighting ser- 
vices, members of men’s clubs, 
and Colonial and equivalent 
services compose a heavy per- 
centage of those who are in the 
habit of reading this journal 
which, founded in 1817 and 
riced 2s, 6d., has never altered 
its price. When first begun the 
journal was very largely a 
iterary and political organ with 
some leaning towards folklore. 
Politics now take up no more 
than one article a month. 
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Packaging Survey 


Sales research leads to 


new towel packs 


By 


ITH a special eye to the 

needs of the housewife, 
a very attractive package has 
been developed and is being 
used by Barlow & Jones Ltd., 
for their range of Osman 
towels. 


The result of long and careful 
research, the new package is a 
transparent wrapper carrying a 
distinctive, eye-catching motif 
(three rows of the Osman “O” 
linked mone yore ! by the fami- 
liar diamond trade mark of the 
Osman range) in white and gold. 


In addition to the wraps, there 
is an optional cardboard box 
with a newly designed cover in 
white on pillar-box red. 


Ready-packed gifts 

The new package not only 
gives a crisp-looking towel but 
also provides an excellent range 
of ready-packed gifts because 
different types of towels are being 
sold together (eg., four face 
cloths ; or one face cloth and one 
guest towel; or face cloth, hand 
towel and bath towel). 


Preliminary research showed 
that the housewife preferred the 
new packages because: 


@ The contents in their bright, 
cheerful cover make an ideal 
gift ; 

® Handling is cut down and the 
towels, therefore, keep 
cleaner ; 


@ She can see the colours—an 
ns factor in modern 
selling as the housewife is 
becoming more and more 
conscious of decor and 
demands towels that har- 
monise with her bathroom 
colour scheme. 


Each towel pack carries the 
— Osman guarantee leaflet 
that promises replacement should 
the towel prove unsatisfactory 
under normal conditions. Advice 


OUR PACKAGING CORRESPONDENT 


is also given on how to get the 
best wear out of them. 

The advertising agents are F. C. 
Pritchard, Wood and Partners. 


+ * * 


is also in- 

in the Express Dairy’s 
item —— creamed cottage 
cheese--which is now being 
retailed in a tub-ty package 
designed by Derek Mills of THM 
Partners. 

Creamed cottage cheese is a 
very old-established product on 
the American market but is only 
now making its appearance in this 
country. In launching it the 
company have taken the oppor- 
tunity to put it in a waxed con- 
tainer of a kind associated in the 
public mind with cream and ice 
cream. 

The colouring of the pack is 
the bright tile blue and white 
which is always linked with the 
Express Dairy organisation. Red 
has, however, been introduced as 
background panels to the reverse 
lettering of “Cottage Cheese” on 
the side, and also to the initial 
“EB” in the centre of the top. Red 
is also the colour of the outer 
circle of lettering round this lid. 

The waxed tub comes from 
Mono Containers Ltd. 


THE HOUSEWIFE 
volved 
new 


* * * 


Att reapy for the Christmas 
trade are the flat half flasks of 
W. & A. Gilbey products. De- 
signed by W. M. de Majo and L. 
Bramberg, each peacock blue and 
white pack holds two flasks which 
tie together by the use of a 
“Merry Xmas” label. When 
opened the labels are clearly seen 
and the whole slides into a corru- 
gated outer which may be used 
for sending the pack by post. 

Advertising agents are Alfred 
Pemberton Ltd. 


The tub-type pack- 
age is being used 
by the Express 
Dairy to introduce 
their new creamed 
cottage cheese to 
the public of this 
country. 


The new packs 
which have heen 
developed for the 
Barlow & Jones 
Lid. range of 
Osman towels. 


Dummy RADIO battery display 
cartons, issued by Ever Ready 
(Gt. Britain) Ltd, about a year 
ago have proved so popular that 
the company has released a re- 
print of those in greatest 
demand. The Ever Ready Win- 
ner 120 and Portable 61 cartons 
are of the standard “lid and 
body” type, while the Batrymax 
B103 and B126, and the Alldry 
AD4 come in the latest “seal- 
end” style. 

This seal-end carton has cer- 
tain advantages over folding 
dummies, Production follows 
the normal technique used for 
bulk production for assembly 
into batteries, and the use of 
self-seal flaps makes it easier for 
the dealer to set up the cartons 
for use. The carton does not 
bulge in strong sunlight or lose 
its “real battery” appearance. 

Printing is by the letterpress 
process, in the nationally known 
Ever Ready colour motif, on a 
hard-surfaced rigid manila board 
and finished with a gloss over- 

rint varnish. The inks have 

n specially selected to pro- 
vide extreme fastness to light. 
Moreover the surface of the 
board is composed of fully 
bleached sulphite pulp which is 
wes against yellowing with pro- 
onged exposure. 


* * * 


THe series of popular illus- 
trated classics published by 


@ Continued on page 412 
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The Ever Ready 
battery display 
cartons which have 
proved so popular 
that the company 
has released a re- 
print of those in 
greatest demand. 
The inks used have 
been specially 
chosen to provide 
extreme fastness to 
light. 


The new Christmas packs for 


W. & A. Gilbey products. 
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Meaty Matters .. . 


The scientific approach to selling— 
irrespective of the commodity or service— 
must include display at point of sale. 


Our clients I.C.I. have long since 
proved the value of display in 
their vast selling organisation. 


But whether your requirements are 
for a single display or a thousand, you 
will find us eager to supply your needs 
and to give you the helpful advice 
born of thirty-five years’ experience. 


Display unit produced by map é 
Priestleys for LCA. Led. Os amid 


@Priestleys fo cr 


Commercial Rd, Gloster 22281-4- 9 Buckingham St.E.C.2.Tka 4277-8 - Birmingham Cen. 1941 - Manchester - Cardiff 
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ADVERTISER'S WEEKLY 


AUDITED 
NET SALE 


41,849 


JAN - JUNE 1954 


WESTERN INDEPENDENT 


SERIES 


WESTERN INDEPENDENT and SOUTH DEVON TIMES 
RATE CARD with full details & Circulation Breakdown from 
Cc. H. CHISLETT, 7 ALTON TERRACE, PLYMOUTH tei.2123-4-5 


LONDON OFFICE : D, L. CLACKSON, 60 FLEET STREET, E.C.4. Tel CENcral 2626 
MANCHESTER OFFICE: A. ELLIS, CROMFORD HOUSE, MARKET ST. 


Tel. : Blackfriars 6967 


INTERNATIONAL 
CAR RACING 


GOODWOOD—25th SEPT. 
AINTREE — 2nd OCT. 
Magazine Programmes now in 
preparation, For advertising 
space please contact B.A.R.C., 
55, Park Lane, London, W.1. 
(Tel.: GROsvenor 4471-2-3.) 


LONDON REPRESENTATIVE 
MID-SOMBASET SERIES OF 
NEWSPAPERS 
“The Wells Journal” 
“The Central Somerset 
Gazette "’ 
‘*TheShepton Malletjournai” 
“The Cheddar Valley 


Gazette "’ 


Publishers, CLARE, SON & CO. LTD., 
ELLS). announce that on and after 
September ist, 1954 their London 
Representative will be 


PATRICK SMYTH, 
FLEET STREET, £.C.4. 
pa hy CENTRAL 0197 


There’s always 
more news 
in the 


NATIONAL 
NEWSAGENT 


—and advertising, too! 


Guaranteed by far 
the largest net 
sale circulation 


Send for details and rate card 

149 FLEET STREET, E.C.4 
Tel; CITy 2604 (5 lines) 

Over 50 years of continuous Publishing 


LIVESTOCK 
AND 


LINO 


Our County housewife 
has an eye for curtain 
material as well as 
kitchen chairs and 
they've got to be good, 
she says / 


Furniture’s a good market 
in the 


LEICESTER 
ADVERTISER 


SHOP WINDOW 
of the County-folk 
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e PACKAGING SURVEY —continued 


- ew 


ge 


| CREAMIEST 
BLANCMANGE | 


pResnest FLAVOURS 


ose 


The new Brown & Polson’s three- 

pint carton seen in a@ counter 

display. Heavy advertising is 
backing the product. 


MacDonald & Sons (Publishers) 
Ltd. are being retailed with an 
acetate film cover which fulfils 
one of the principal requirements 
of a retail package—to make the 
appearance of the article more 
attractive. 

The high transparency of the 
film reveals the “grain” and full 
texture of the coloured binding 
while the surface brilliance adds 


: Moving exhibition : 
; ty’ EERE is to be nothing : 
: static about the Packag- : 
: img Exhibition to be held at : 
: Olympia, London, from Janu- ; 
: ary 18 to 28 next. There will : 
: be more machinery actually at : 
: work than ever before. 

: The wider range of packag- : 
: ing materials now available, : 
: especially in the field of : 
: pliable plastics has inspired : 
: designers and manufacturers : 
ito a new high level of : 
: ingenuity, and the use of : 
: electronic devices in control- : 
: ling the more - than - human : 
: mechanisms will be a pointer : 
: to greater efficiency with re- : 
: duced costs in packing depart- : 
: ments. : 


a lustre and appeal which is 
usually limited to much more 
expensive editions. Title and 
author's name, “blocked” in gold 
on the spine of the book, are 
visible through the film and these 
details are also printed in yellow 
and light blue on the front sur- 
face of the acetate cover itself. 
The total effect makes the books 
especially suitable for gift pur- 


poses. 

Courtauld’s cellulose acetate 
film (.003-inch gauge) is used, 
with the folds creased and the 
end flaps tucked inside the book 
covers in the normal way. The 
printers of the series are Purnell 
& Sons Ltd., Somerset. 

* + 


* 
THe NEW carton for Brown & 
Polson’s three-pint flavoured 


cornflour pack has been created 
with a view to becoming one of 


the company’s “family. 


Four ounces of potato pups are 
contained in this film bag. 


An illustration of a _blanc- 
mange on the front of the new 
pack carries out the theme of 
the five-pint pack which was 
marketed last year. The blue 
and red lettering stands out 
clearly on the white background 
of the apron. In the top left- 
hand corner—a s has been 
left for price marking. 


After soiying the ways and 
reactions of the housewife, 
Brown & Polson have had the 
instructions and recipes on the 
back of the pack printed across 
the width, instead of the normal 
lengthways style for printed 
carton backs. Most women, it 
has been found, seem to look at 
the back of the pack, holding it 
by its narrow end, and then have 
to turn it round to read the 
instructions. The four sides of 
the carton give the name of the 
three flavours it contains—rasp- 
berry, vanilla and strawberry. 

This new three-pint carton is 
now selling in the summer cam- 
paign, alongside the five-pint 
pack of flavoured cornflour and 
the patent cornflour. 


of * * 


A BRIGHTLY PRINTED pack for 

tato puffs which gives an 
immediate impression of hygiene 
and good value comes from 
Walter's (West End) Lid. -A 
“Cellophane” moisture - proof 
cellulose film bag contains four 
ounces of the product which 
consists of processed tato 

oducts, edible oils a salt. 

e shine as well as the high 
transparency of this pack adds 
considerably to the sales appeal 
of the product and the moisture- 
proof film, crimp-sealed at the 
top, protects its essential fresh- 
ness and crispness. 

The film is printed clearly with 
price, brand and manufacturer's 
name in white and red. A 
printed band at the foot of the 
pack ensures that the few crumbs 
which are bound to collect from 
so crisp a product do not de- 
tract from its eye-appeal. Print- 


ing carried out by 
Donaldson and Filer Ltd. 
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HE PURPOSE of the 
British Transport Com- 
mission stand at the recent 
Production Exhibition, Olym- 
pia, was to publicise the facili- 
ties offered by British Railways 
and British Road Services, and 
to stress the advantages of 
- bulk conveyance. 

The display matter was ar- 
ranged on four vertical screens, 
staggered for easy observation. 
One screen showed how economy 
can be achieved by loading rail 
and road vehicles to their maxi- 
mum capacity; a second screen 
illustrated the advantage of re- 
ducing standing time; the third 
showed the benefit of dispatching 
traffic by road, and the fourth the 
special wagons being built for 


: 


The “Flatter-glo” display. 


A photographic enlargement of a British Railways freight train 
formed one of the panels at the British Transport Commission's 
stand at the Production Exhibition. 


Giant photos help display 


transport services 


particular types of rail traffic. 
Animated diagrams emphasised 
the advantages of avoiding 
“ peaks ” and balancing traffic in 
each direction. 

Pathways of waxed deal duck- 

were laid between the 

screens, and the remaining floor 
space, except for a small carpeted 
reception area, was filled with 

anite chips with rock plants. 
Each display panel was lit by a 
group of four 100-watt a 

The stand was design by 
Robert Ingles, in consultation 
with Mischa Black, of the Design 
Research Unit, to the require- 
ments of J. H. Brebner, chief 
public relations and publicity 
officer of the Commission. Con- 
tractors were F. W. Clifford, Ltd., 
the animated displays being by 
Synchrophone, Ltd. 


Displays for new beauty series 


OR their new series of beauty 

aids, Richard Hudnut Ltd., 
have offered attractive counter 
displays made by Abbey Display 
Co., Ltd., to their stockists. In 
the item for the “Flatter-face” 
product an actual case of it is 
carried on the back show panel. 


...a symbol of 


PLANNED 
PACKAGING 


ADVERTISER'S WEEKLY 


a group of nine 


influential newspapers 


A.B.C. NET SALES 


118,585 


Since T= 


Associated Kent Newspapers Ltd. 


LONDON: E.W. PLAYER LTD., 30, FLEET ST., ECA. 


MERCURY © DISPLAY 
* SILKSCREEN 
DISPLAYS * EXHIBITION 
e PERSPEX 

LIMITED e METALWORK 
WORKS 0 ADHENEEVRAMON ® PLASTERCASTING 
ee eneatan ae ° AND 
17 NEW. BOND STREET, W.1 * MODELLING 


Tele : GROSVENOR 67 


AL MAJALESS 
Lebanon 


A good class Arabic illus- 
trated weekly has won 
approval in Lebanon. 


richest and most fruitful in the country. 


HOME COUNTIES 


NEWSPAPERS GROUP}) piecing increasing ordecs 

PER 4 S bs — with it, 

a 45/- ie: Copies and rates on request 
132,860 


Overseas Publicity & 
Service Ageney Ltd., 


Represented in London by 


WILL KITCHEN, jr., LTD. 
| WLLLIAM W. CLELAND LTD. 131 Fleet Sereet, E.C.4 Concral 1960 29, Oxford Street, W.1. i 
PRINTERS AND BOXMAKERS | Head Office LUTON Phone 5050 GERrard 0737 
STAPLE HOUSE, CHANCERY LANE Advertisement Manager Claude W. Glider Fa 
LONDON, W.C.2 ___HOLbern 2521 | “yy / 
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Review of Advertising Films 
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of store advertising 


By PAUL NUGAT 


(HE TITLE of D. H. 
Evans's first venture into 
advertising films, “It’s a Place 
You Come Back To,” also 
serves as the only verbal 
appeal in the whole film. 

This two-minute film makes no 
attempt to sell either the store’s 
merchandise or its service, Aim- 
ing first of all to be a piece of 
eye-catching entertainment and 
to be entirely timeless in its con- 
tent, a male ballet dancer and 
four members of the corps de 
ballet of the French Opera Com- 
pany execute a series of ballet 
dances in front of a backdrop of 
black silhouettes styled “Shapes 
and Sizes,” Between these dance 
routines, there are some changes 
in costume and curtain drops, 
which do no more than hint at 


A bold and imaginative piece 


fashions and fabrics. 

To say the least, the whole 
conception of the film—produced 
by Andre Sarrut in association 
with Screenspace Ltd.—is bold 
and imaginative and stays in the 
mind when more conventional 
advertising films are hard to 
recall, It is greatly to the credit 
of the sponsors, newcomers to 
the film medium at that, to have 
given their assent to a lavish and 
expensive production and to have 
been content to see the name of 
their store flicker but just once 
in neon lights. 

The film, having now played 
some 180 of London's major 
cinemas, should certainly be sent 
to the forthcoming Venice Adver- 
tising Film Convention, where 
one would rate very high its 
chances of an award. 


Successful screen 
advertisers choose 


IME, SPACE and effort have 

one common denominator in 
industry—money. Far-sightedly, 
Unilever Ltd., with no economic 
stake in the manufacture of 
mechanical handling equipment 
but with a genuine practical 
interest in materials handling, 
have spent money on making a 
film, Tine, Space and Effort,” 
which shows how they and other 
concerns are using fork lift trucks, 
unit load systems of storage, and 
unit loads on pallets for long dis- 
tance transport. 

The examples have been well 
selected from a variety of indus- 
tries and without prejudice 
towards the favoured equipment 
of a single manufacturer of 
mechanical handling products. 
This is a significant departure 
from other films on the same 


see eee eR eH eR HR 


Member of the Screen Advertising Association and of the Association of Specialised Film Producers 
S. PRESBURY & Co. Led., Gloucester House, |9, Charing Cross Road, London, W.C.2. 


* Tests prove that screen 
advertising captures the 
attention of 95% of all viewers 


PRESBURYS Service includes the 
production and display of Solus and 
Semi-Solus Films (no restriction 

on length or number of visuals or 
mentions of your product) 

and of the shorter Filmlet in cinemas 
all over Britain 


An energetic scene from the 
D. H. Evans two-minute film. 


subject, which have in some cases 
been so bent on selling, that they 
have failed to sell convincingly 
the basic idea that, somewhere, 
there is just the right kind of 
ne as machine to take 
the manual labour out of lifting, 
transport, and stacking. 

“Time, Space and Effort” was 
produced by Editorial Film Pro- 
ductions Ltd. with a running time 
of 25 minutes, and can with 
advantage be borrowed from the 
Information Division, Unilever 
House, Y 35 mm. or 16 =m. 

+ 


ESPITE THE vested interest 
that Fisher & Ludlow Ltd. 
have in mechanical handling 


@ Continued on page 415 


* * * * * 


-PRESBURYS 


for preference 


Telephone: WHitehal! 3601 
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e REVIEW OF ADVERTISING FILMS-—con:. | 


equipment, their film “The Flow- 
block Pallett Plan” is worth a 
look and a thought. 

The most novel and interest- 
ing aspect of the film is the 
arrangement of their stores. At 
his command, the storage fore- 
man has a flowboard on which 
he marks the incoming and out- 
goings of the materials, This 
board has been so devised that 
at any given moment the fore- 
man knows the exact state of his 
supplies and where incomings 
should be sited. 

The production in Koda- 
chrome is by John Byrd Produc- 
tions and has a running time of 
17 mins. 

~ * * 


HE LATEST films in the 
series of instructional! films, 
which the British Iron and Steel 
Federation has sponsored for 
recruits and potential recruits 
from school and _ technical 
college are “The Open Hearth 
Furnace” (running time 13 
mins.), “Making Open Hearth 
Steel” (running time 12 mins.), 
and “Furnace Control” (running 
time 14 mins.). 
These films, together with the 


existing three films on iron- 
making, are designed to be 
used in conjunction with the 


syllabus of the City and Guilds 
Iron and Steel Operatives’ 
course. All of them, produced 
by Merton Park Studios, are 
outstanding examples of thought- 
ful exposition, conducted at the 
right pace for student absorp- 
tion. On occasions, one feels the 
scarcity of possible variety in the 
visuals, only to appreciate later 
that in instructional films too 
many images or changes of 
camera angles will dull the ear 
to the importance of the com- 
mentary. 

W. M. Larkins Studios pro- 
duced all the animated diagrams 
with their usual clarity and sim- 
plification. 

* * * 

N TIMES of peace, it is the 
tanker which dominates the 
shipping scene. More than half 
the vessels at present on the 
stocks are tankers and in “Tanker 
Story,” Greenpark Productions 
Ltd. have produced for the 
Anglo-Iranian Oil Co., Ltd., a- 
brief descriptive piece of some 

aspects of life afloat. 


AND 


engineer 


EMMOTT & 


II 


Mechanieal World 


ENCINEERING RECORD 


| The perfect medium for a direct message from 
manufacturer to user in the Engineering industry, 
this popular technical journal, in its new monthly 
form, finds its way to the desk of the practising 


Send for free specimen copy and rate card 
COMPANY 


LIMITED . 
31 KING STREET WEST, MANCHESTER, 3 || 
LONDON OFFICE : 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 
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A scene from “Tanker Story,” a | 

10-minute film made by Green- 

park Productions Ltd., for the 
Anglo-lranian Oil Co., Ltd. 


Inevitably, within the space of 
one reel (10 minutes) even top 
quality photography cannot pre- 
sent more than a superficial im- 
pression of life and working con- 
ditions for the crews, the 
organisation behind a fleet of 
tankers, and the intricate tasks 
involved in the sudden rerouting 
of tankers to meet the demands 
of the refineries. In addition, the 
film squeezes in the launching of 
the B.T.C. tanker “British Sailor” 
and its ensuing trials. 

The impressions left by the 
film could have been more vivid. 


* * * 
HILE SOME film critics 
have been noting the 


burial of the 3-D film so soon 
after its birth, such films are not 
to be so easily disposed of. 
GB-Kalee have produced the 
new Pola-lite system for the pre- 
sentation of 3-D films. This new 
system has the economic advan- 
tage of being projected by one 
projector only, using a_ single 
strip of standard 35 mm, film. 
The demonstration given by 
GB-Kalee Ltd. and Pola-lite 
roved the claim that this system 


as climinated eyestrain and 
headaches. But the audience 
has still to purchase polalite 


spectacles with which to view 
and unless the promised spec- 
tacle is outstanding entertain- 
ment there may well be public 
resistance to this extra entertain- 
ment cost. 


ADVERTISER'S 


1,000 | 


enquiries plus 


Since PACKAGING NEWS 

was launched on the Ist June 

our Reader Service Department 

has put over 1,000 potential buyers 

into touch with manufacturers of 
packaging equipment and materials 
whose products have been advertised 

or reported in PACKAGING NEWS 
This figure is exclusive of those replies 
which manufacturers . received directly. 


What better proof could an advertiser want ? 


For any product or service used in Packaging, 

Handling, Transport, Storage, Despatch or 

Export Shipment, PACKAGING NEWS provides 
a unique medium for getting Results ! 


PACKAGING NEWS 


Guaranteed minimum circulation 7,000, 
By far the largest circulation of any 
British packaging publication. 
WRITE OR PHONE FOR SPECIMEN COPY & RATE CARD 
9 Grosvenor Street London W.1 
Telephone : HYDe Park 6651 
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Alan Betts (the one with the cap) 
with his first catch of the season on 
liday at Dartmouth, 


With o drama scholarship to 
Oklahoma University to his credit, 
Derek Buitenhuis, a copywriter at 
Technical and General Advertising 
Agency Lid., sails for the USA on 
September 1, Mr. Buitenhuis has 
always been interested in straight 
drama, as well as writing, and two 
years ago he joined “The Taverners”’ 
the strolling players who put on 
lays in London area pubs and inns. 
Ressate he was granted a post- 
aduate course in drama at Yale 
Cniversity but was unable to paso 9 
as the American authorities would 
not grant him a work po on a 
student visa. Although his study 
fees at Oklahoma are paid for, he 
will have to work during his spare 
time. 


ee. ae a 


STAGE, screen, and music have 
provided the background for the 
career of Barry Barron, who has 
now joined McCann-Erickson Ad- 
vertising as television executive. 
Formerly sales director of Gui de 
Buire Lid., where he collaborated 
with orchestra leader Frank Chacks- 
field in the writing of “singing 
commercials’ for Lux, Rinso, Life- 
buoy, Vim, Pepsodent and Gillette, 
Mr. Barron has produced many hun- 
dreds of radio commercials for 
British and overseas advertisers. 
He began his career on the stage, 
subsequently entering the film busi- 
ness in the carly 1930s, where as an 
assistant director with Gaumont- 
British he wrote the hit song for 
“Splinters in the Navy,” starring the 
late Sydney Howard, and ‘col- 
laborated in the direction of the 
Jessie Matthews musical “Ever- 
green.” A former assistant director 
with Warner and Paramount in 
Hollywood, Mr. Barron has written 
material for several American musi- 
cals and has worked with such 
stars as Errol Flynn, Olivia de 
Havilland, Basil thbone, Bing 
Crosby and Edgar (‘Charlic 
McCarthy”) Bergen. He has had 
many —— broadcast over the 
BBC and has written material for 
Joy Nichols in “Take It From 
Here,” Charmian Innes, Tessie 
O'Shea, Avril Angers and other 


There is a big welcome at 
YOUNG & RUBICAM LTD., for a visualiser 
Please telephone Bill Harrison, HYDe Park 6757 


MUSIC, STAGE, AND SCREEN BACKGROUND 


stars of stage, screen and radio. 

Mr. Barron, who is married to 
BBC television actress Barbara 
Maddock, is a keen yachtsman and 
spends much of his leisure time 
cruising around the East Coast and 
or in his 8ton sloop “Cas- 
cai ” 


Fit and well again 


HEARD tuck has, I am _ sure, 
merely served to interrupt the very 
worthwhile career of W. R. Oliver, 
who after a spell of illness neces- 
Sitating a Stay 
in Majorca is 
now back in 
this country 
fully re- 
covered. 

For some 
years before 
the war, Mr. 
Oliver was an 
executive 
officer of the 
British Com- 
mercial Gas 
Association, 
London. in 
1940 he went 
tothe Ministry 
of Food; in 1942, to the BBC, as 
PR war correspondent and 
topicality broadcaster in Northern 
Ireland; and the following year 
flew to Cairo, via West Africa and 
the Congo, to take up the post of 
Inspector of M.o.1, posts in the 
Middle East and technical adviser, 
visual propaganda. After the war 
he became PRO to the East Mid- 
lands Gas Board. 


Albert Hall debut 


SELDOM does anyone make a 
public debut at so exalted a venue 
as the Royal Albert Hall. But Ray 
Whittam, of the Daily Mirror 
ublicity department, had this 
onour when he led the Press Gang 
there at a jazz concert on Sunday 
evening. Previously this group's 
activities have been confined to the 
Fleet Street Jazz Club, which meets 
every Monday and Friday at the 
Albion, Ludgate Circus. 

All the members work in Fleet 
Street offices. Playing with clari- 
nettist Whittam on Sunday were 
Len Do (trumpet), Don 
Simmons (clarinct), Mike 
(trombone), Harry Walton (piano), 
F Thompson (bass), Glyn 
Morgan (drums) and Dennis Gray 
(tuba). The only traditional style 
group in what was strictly a 

m concert, they a 
ption. 


“ terrific” rece 


Raffled his 
waistcoat 


PPEOPLE who have been long in 
advertising often recount how they 

to have to wear very formal 
attire when making their calls. A 
variation on this experience was 
provided by E. H. Hull (advectise- 
ment director, Daily Herald) in his 
reminiscences to the Birmingham 
appa Association, the other 


y: 

“It was 1908 when I started out 
on the road, and it was the custom 
in those days for London advertise- 


Another Dartmouth study: Trevor 


(Skid Kid) Harris almost balances 
his bike. 


ment representatives to wear a top 
hat and morning or frock coat. In 
the summer time, white waistcoats 
were fashionable, and, no doubt in 
an endeavour to create an impres- 
sion, I purchased a blue-and-grey 
a! from Collett’s of Ludgate 

ill. 

“On presenting myself at the 
office, | was summoned to see my 
chief, who said: ‘Good Lord, what 
do you think you are—a so-and-so 
bank messenger? Take it off! I 
came out very crestfallen and, as 
money was not too plentiful then, I 
raffled the offending garment among 
my colleagues, and recouped the 
purchase price.” 


‘Stent’ 


FREQUENTLY heard in space 
buyers’ offices is “Get on to 
*Stent.’” . ; 
affectionately known, is a back- 
room boy at Northcliffe News- 
papers, often 
consulted by 
advertising 
ms agents but sel- 
™ dom seen. In 


J. 
joined the 
roups’ Lon- 
onoffice,sub- 
sequently be- 
coming chief 
copy clerk. As 


pl of the 
ortheliffe 
group adver- 


tisement de- 
partments ap- 


WEEK'S WISECRACK 


a“ 


“What with all these threats 
to TV personalities, the 
head of our TV depart- 


ment is asking for danger 
money.” 
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We Hear 


Lintas Ltd. have 
scripts of the Hector Ross Ss 
“People are Funny” programme, 
sponsored on Radio Luxembourg by 
Pye, for the use of Lever Bros. on 
Springbok Radio, Johannesburg. 

* 7 7 

At the August meeting of the 
committee of management of Old 
Ben, 55 aid cases were dealt with and 
the sum of £944 was granted in 
temporary aid. 

* * * 

The Gourock Ropework Co., Ltd., 
and Don S. Momand Ltd. are new 
members of the Incorporated Society 
of British Advertisers. 

+ * * 

Mrs. Glover, of Glovers Adver- 
tising Litd., Bristol, did a hole in 
one last week. It was the 14th 
(126 yds.) at Weston-super-Mare. 


Cutting it out 


The Daily Express is offering a 
uinea for the best name for a 
evice (known in America as the 
“blab-off”’) which cuts out television 
commercials. 
* * * 


Clark Matthew Ltd., public rela- 
tions and business promotion orga- 
nisation, now has a television and 
radio division. 

* 


* * 

By defeating Birds Eye Sales Ltd. 
for the second year in succession, 
C. Parrott & Sons, Ltd., their whole- 
sale distributors in Weston-super- 
Mare, awe the Birds Eye Lolly 
League C aes ‘ 

* 


R. C. Liebman has been 
appointed press officer for the 
International Fair of Ghent to be 
held from Saturday, September 11- 
Sunday, September 26, and the 
International Professional and 
Amateur Ballroom dancing cham- 
pionships. 


Canadian visitor 


Leonard Brockington, gc, the 
distinguished Canadian, will attend 
the annual banquet of the Advertis- 
ing Association at the Dorchester 
on November 24, after which he will 
fly back to Canada to speak in 
honour of Sir Winston Churchill's 
80th birthday at a banquet of the 
Canadian Club of Toronto. 

* 7 * 


Regent Advertising Golfin 
Society will hold their autumn go 
meeting on Saturday, a 11, 
at the Mill Hill golf clu 

* - * 

Two 16 mm. films screened at the 
1954 Edinburgh Festival were pro- 
duced by Gateway Film Productions. 
They were “William Booth, God's 
Soldier” for the Salvation Army, 
and “No East or West” for the 
Methodist International House. 

o 7 


The fourth floodlit City Charity 
Athletic Contest for the Financial 
Times shield will be held at the 
White City, London, on Wednesday, 
September 8 

* * * 

Members of the publicity com- 
mittee who will handle ress 
arrangements for the Royal Film 
Performance, to be held at the 
Empire Theatre, November 15, are: 
Ernest Betts (chairman), J. ae 
Williams (deputy chairman), W. J. 
Batchelor, eco Cowan, 
Fernback, Jack Francis, Tony Hill, 
David Jones, R. J. B. Kenderdine, 
Catherine O’Brien, Joe Pole, Jack 
Sullivan, Alan Tucker and Jack 
Worrow. 


-Publications News and Notes . 


‘Glasgow Herald’s’ 


82-page Review 

The 82-page Glasgow Herald 
Review of the Scottish Industries 
Exhibition carries many advertise- 
ments, mainly for engineering pro- 
ducts. Front cover is in a green 
tartan design, and the Review con- 
tains a portrait of the Queer. Mother 
and messages from James Stuart, 
Secretary of State for Scotland, and 
Lord Bilsland, President of the 
Scottish Council. 

* + * 


September Efficiency Magazine 
will carry a 30-page supplement, 
“Efficiency Surveys Direct Mail.” 
Contributors are Major C. V. 
Wattenbach (chairman, British Direct 

il Advertising Association), 
Miss Kay Murphy, Herbert Den- 
nett, Robb Holland, Jack Cassels, 
R. E. Williams, Beatrice Warde, 
Kenneth Royston, Gerald Findler, 
E. B. Pasmore, an American expert, 
and William M. Newman. 

+ * om 

A circulation breakdown for the 
Irish Independent has been issued, 
with a map showing coverage of the 
home market. 


Ship-shape 
Front cover of the Chief Steward 
and Ship Stores’ Gazette has been 
modernised. A reverse block has 
been used for the title piece, which 
is in blue. An advertisement strip 
at the top of the page has been 

dispensed with. 
. ” * 


Exclusive UK publication rights 
in Our First Real Home, by the 
Duchess of Windsor, have been pur- 
chased by Odhams Press Ltd. The 


articles and pictures—many in full | 


colour —— aopees in ° 


trical & 
lished last week. With the change- 
over from monthly to weekly 
publication,, the journal, 
pocket-size, now has a page size of 
i x 84 in. The 100-page issue has 

pa es of advertisements, of 
hic A are in colour. 

* 


Amateur Gardening, to pub- 
lished on October 1, will have a 
full colour cover. 
issues: bulb planting number, 
September 24; ye 4 plant number, 
October 8; rose planting number, 
October 15; fruit tree number, Octo- 
ber 22; and tree and shrub number, 
October 29. 

* - > 


The in an issue ” Elec- 
Radio T was pub- | 


hitherto | 


| 
The pat. planting number of | 
be | 


Other special | 


The September 23 issue of Coun- 


try Life will be an autumn gardens 
number. 
been sold 
* + * 

With its fourth issue The C 
Machine Engi 
size to 44 pages, including 24 pages 
of advertisements. Advertisements 
also appear on the back covers of 
the journal, which is a quarterly 
published by the Sewing chine 
Dealers’ Association. 

* * o 

To alert travel agents to Ger- 
many’s forthcoming “Any time is 
travel time” campaign—due to 
break next month in a global effort 
to promote off-season travel 
Travel Trade Gazette published a 
two-colour supplement with 
August 20 issue. 


All colour spaces have 


ineer has increased in 


their | 


Picture Post will be publishing a 
Heat and Light in. the Home i. 
ture on September 22. The Septem- 
ber issue of Domestic Equipment 
Trader will contain a section carry- 
ing announcements from the adver- 
tisers telling the trade in advance 
what “7 an tr be or peg 


On iepeniied ‘ The These will 
publish another illustrated “Survey 
of British Aviation” on the occasion 
of the Farnborough Flying Display 
and Exhibition. The number is 
priced Is 


Three records 


The September issue of Purchas- 
ing Journal will carry a record 
advertisement section—92 pages. 
This is the third time this year that 
the record has been broken with 
and 78 in 


+ ” 
Full-page rate, one insertion, for 
Cc & will 
be increased from £37 10s. to £45 
as from January 1. A new rate for 
six nee tae is P intretneed. 


pages in June 


February. 
ra 


Prizes of £50, £28 and E15, plus 
seven consolation awards, are to be 
given by Amateur pher for 
the best photograph of an engineer- 
ing =e. 

* 


Definitely Different is ‘< title of 
a Daily T Recipe 

(price 4s. 6d.). Spiral-bouad, it con- 
tains much information on the pre- 
paration of a huge variety of dishes 
as well as on breadmaking, preserv- 
ing, wine—and slimming. 


TESTING THE SWIFT: A.44 5 NEVILLE DUKE 


English Electric's Supersonic “PA” 
is featured on the full-colour front 
cover of the September issue of 
RAF Flying Review—a record issue 
of 64 pages with 314 pages of 
advertisements. The issue includes 
pictures and silhouettes of the new 
planes at the Farnborough show, 


The ABC net sales of Greater 
London's Greater Press from July 
1953 to June 1954 show an increase 
of 14,425 to 1,203,318. 


* * * 


A new rate card for the Shop- 
fitting & Allied Trades Journal is 
6 in. x 4 in. and incorporates a 
brief writeup on the shopfitting 
industry, together with the many 
types of products utilised by this 
specialised trade. column 
width is 24 in., not 2% as stated in 
amepdments to Advertiser's Annual 
published in our issue of August 5. 


men. 


demand for capable men. 


to: 


Opportunities 
in South Africa 


for ARTISTS & 
LAYOUT MEN 


THE African Amalgamated Advertidine Contractors Ltd., 
South Africa’s largest advertising agency, offers excellent 
opportunities to ambitious young artists, visualisers, layout 


The Company has completely equipped offices in all the 
main centres in South Africa, Southern Rhodesia and Kenya, 
where the rapid growth of industry is creating a continual 


The terms of engagement are good and include Pension 
Scheme, Medical Aid benefits and generous leave facilities. 
Passage paid for successful applicants and their wives. 


Write in the first instance giving details of your experience 


AFRICAN AMALGAMATED 
ADVERTISING CONTRACTORS LTD., 


P.O. Box 7012, 4th Floor, His Majesty's Building, 
Commissioner Street, JOHANNESBURG 
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ADVERTISER'S WEEKLY 


advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION Ltd. 
to the notice of lead- 
ing producers and 
packers of food 


(ADVERTISING) LTD. 
use & recommend— 


FOOD MANUFACTURE 


Stratford House 
Eden Street, London, N.W.1 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


PAINT 


Manufacture 


LARGEST 
PAID 
CIRCULATION 


in the 


PAINT 
INDUSTRY 


at home and abroad 


STRATFORD HOUSE 


9 EDEN ST + LONDON + N.W.1 
EUStn 5911 
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Current Advertising — 


Civil defence appropriation to be 
spent in a fortnight’s splash 


£5,000 prestige 
campaign 


An appropriation of £5,000 has been 
allocated by the Building Industry 
Distributors for a national pub- 
licity campaign. Aim of the 
campaign will be to make known 
the importance and the scope of 
their members’ services to the 
puting — =e 2 

~~ - ae been 
appointed to handle the campaign. 
Space will be taken in four pe 
—national papers such as T 
Times, Fina Times, Observer 
and Economist, in journals serv- 
ing architects and surveyors, in 
building trade papers, and trade 
Papers read by the building mer- 
chants themselves. 

The chairman of the Building Indus- 
try Distributors’ publicity com- 
mittee, W. T. Clegg, has stated: 
“We believe we make an 
important contribution to the 
national economy .. . the distribu- 
tive trades have never received 
the credit they deserve for the 
services they render.” 

The campaign will start next month. 
It is not yet decided whether the 
appropriation will be increased at 

a later date. 


The entire Civil Defence 
recruiting campaign this year 
will be concentrated on the last 
fortnight of September. During 
those two weeks as much money 
will be spent as during the whole 
of the last financial year. 


Maximum size spaces have been 
booked in an extensive list of 
national daily and Sunday, provin- 
cial newspapers and magazines, 
including half-pages in the Daily 
2 and The Times. Full pages 
will be taken in several national 
magazines including the 
Times. 

Theme of the campaign will be 
“Civil Defence is nee more than 
ever.” 

A mass of posters, window 
stickers, labels, and pamphlets is 
being made available to local 
authorities who are being en- 
couraged to run local recruiting 
campaigns during the first two weeks 
in October. Blocks are being made 
available for local press advertising. 

In addition to the national press 
campaign a 16-sheet poster cam- 
paign will be launched in September 
4 will run for eight weeks. 

The press advertising is handled 
by Everetts Advertising Ltd. and 
oe by Saward Baker & Co., 
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MANFIELD MOVE 


are transfer- 
ring their adv account 
to the J. Walter pson 
Co. Ltd. Campaigns for 


Retailers prepare 
to ‘See Red’ 
Retailers are being told by Max 
Factor to be prepared for “the 
greatest lipstick promotion you have 

ever known.” 

A heavy campaign has been 
planned for the company’s new lip- 
stick, “See Red.” Whole pages will 
be taken in magazines, if-pages 
in leading provincial newspapers 
and large spaces in the nationals. 
The account is held by Crame 
Publicity Ltd. 


Rubber makers to 
have PR campaign 


The Dewar-Mills Associates Ltd. 
have been appointed press and 
ublic relations advisers to the 
ederation of British Rubber 
Manufacturers’ Associations. There 
are 26 constituent Associations in 
the Federation, and the aim of the 
first year’s PR work will be to tell 
the story of their activities and 
those of member firms in relation 
to the industry's overall contribu- 
tion to the national economy. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


IRISH TEA WHOLESALERS for 
McConnell’s Advertising Service 
Lid. (Dublin). “Drink More 
Tea” campaign using morning, 
Sunday and evening newspapers, 
class magazines and 15-second 
filmlet in Republic of Ireland. 

FEDERATION OF BRITISH 
RUBBER MANUFACTURERS, 

ublic relations account for the 
war-Mills Associates. 

MANFIELD & SONS, LTD., shoe 
manufacturers, for the J. Walter 
Thompson Co., Lid, 

JULIAN & TROWER LTD. 
shippers and importers of ports 
and sherry, for Pictorial Pub- 
licity Co., Lid. National press, 
magazines and outdoor advertis- 
ing planned for Monument 
sherry. 

MILADILANNE knitwear, new 
division of The British Thread 
Mills Ltd., for S. P. O'Connor & 
Co., Lid. Campaign. including 
some colour pages, in women’s 
magazines and trade papers. 

BUILDING INDUSTRY DISTRI. 
BUTORS for Mark Fawdry Lid. 
Prestige campaign in nationals, 
journals covering architects, sur- 
veyors and the building trade. 

WILLIAM PAGE & CO., LTD. 
suppliers of hotel, restaurant and 
canteen plant and equipment, for 
Auger & Turner Lid. Cam 
paign in national, local and trade 
publications. 

DECOROUS GARMENTS LTD. 
Hardy & Webster, and Nylon 
Rentals Lid. nylon overalls and 
working wear, for G. Street & 
Co., Ltd. Campaign for Hardy & 


Webster using nationals, women's 
magazines, popular weeklies and 
trade press. National and pro- 
vincial campaign for Nylon 
Rentals Lid. 


Campaigns 


GILLETTE razors and blades using 
large spaces in national dailies 
and weeklies, and posters (W. 58. 
Crawford Ltd.). 

SUNBEAM SHAVEMASTER 
using London evenings (Scott 
Turner & Associates Lid.). 

VERDONE fertiliser, made 
Plant Protection Ltd., using large 
spaces in national newspapers and 
magazines (London Press Ex- 
change Lid.). 

KINGFISHER cisterns, made by 
Shires (ireland) Ltd. using 
national magazines, and profes- 
sional and trade journals (London 
Press Exchange Ltd.). 

NEWLANDS LAVENDER Dts- 
INFECTANT using trade press 
(Direct) 

“SEE RED” lipstick, made by Max 
Factor, using fuil pages in maga- 
zines, large spaces in national 
newspapers, and half-pages in 
provincials (Crane Publicity Ltd.). 

ECKO lamps using electrical trade 
journals and other media reach- 
ing users of lamps and lighting 
equipment (Willings Press Ser- 
vice Lid.). 

CROMPTON lamps using national 
newspapers and trade press (C. D. 
Notley Advertising Ltd.). 

PHILIPS lamps using women's 
— (Erwin Wasey & Co., 

> 


OSRAM lamps using national and 
provincial ——— and 
women’s magazines (W. S. Craw- 
ford Lid.). 

EMU wool using women's maga- 
zines and trade press for national 
fashion contest (Erwin Wasey & 
Co., Ltd.). 

DUNLOP rubber boots and welling: 
tons using national and provin 
cial press, women’s magazines, 
go ey trade press (Charles 
F. Higham Ltd.). 

CIVIL DEFENCE using large 
spaces in national daily and Sun- 
day newspapers, provincials and 
national magazines and posters 
(Everetts Advertising Lid. (press) 
and Saward Baker & Co., Lid 
(posters). 

BROADHURST’'S BISCUITS using 
Lancashire and Yorkshire even- 
ing newspapers and northern 
editions of Daily Express. (Pratt 
& Co. (Advertising), Ltd., Man- 
chester.) 

FIREMASTER _ slow - combustion 
fires, using northern evening and 
weeklies, Manchester morning 
papers and trade journals (Pratt 
& Co. (Advertising) Lid.). 

ICILMA new formula shampoo 
using Maximum spaces in Woman, 
Woman's Own, Woman's Weekly, 
half-page Daily Mirror and 8 in. 
d.c. solus front pase Daily 
Express. (Dolan vis - 
combe and Stewart Ltd.) 

ATORA suct using national! dailies, 
London and provincial evenings, 
women’s magazines, periodicals, 
Radio Times and trade press. 
(Service Advertising Ltd.) 

SIEMENS lamps using local news- 
papers and one tg (Charles 
Barker & Sons, Ltd.). 
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CLASSIFIED ADVERTISEMENTS 


“cota pias 9d. tp pete, Series rates on apptsation | of SENIOR 


FOUND séverggments onder wren inert MUST, RE PRETAID. Agra’ ® Adrerer COPYWRITER 


n APPOINTMENTS VACANT © 
be made Vest ¢ Local Ofice of te Ministry of Uabour or 1” adv dtm ployment JUNIOR 
75, Farringdon $t., E.0.4 | | = ™ = ois, capiorment b epid ive ae momoes tos || COPYWRITER 
an opening for a young and PRODUCTION 


ambitious copywriter. The 


man for the Job willbe VISUALISER reguired wie ASSISTANT 


around 25... . and eager to 


‘ 
; 
' 
: 
5 


work willingly and well with practical agency experience, capable of i 

a young, progressive and ex- using his initiative. required, in“rapidly expanding 
tremely verentile team. Mee ‘ : Publicity Department, by a 
High marks will be given for Write in confidence details of experience . aa e 

a lively flow of bright ideas, and salary required to leading British motor manu- 


for originality and a persua- facturer in the Home Counties. 


sive pen, for real interest in All these posts offer permanent 


pean ns tyth va| o Art Director OQSBORNE- PEACOCK employment and scope for 


could fill the position? Then ‘ rogress. 
marle Street, London, W.!. progress. 
wo cei batons te bane ere seeder ees jeninan 


for an appointment with the staff canteen. Write, giving de- 
Copy Chief. tails of experience and salary 
EDITORIAL ASSISTANT, age 20-25, xpec 

welt —_ ay background ¢ ted to 

and agricultural interests, required to Box 8479 

help in the production of sales litera- 
} GORDON & GOTCH L.P.E. ture, house Cereal, and general press Advertiser's Weekly 190 Fleet St €C4 

has vacancy for material uperannuation scheme ; 


five-day week Applications, stati 


ADVERTISING LTD. YOUNG MAN should. be addressed to Puthciy Maw: | “Sr eai™ gra” uP :,ceseaies "oleae 


- vincial terpress 
Sordi -— owe Sg Pie wr es, specialising in all type of 
Farringdon -25 who is fully experienced in oeveess etham, of ; igh quality leaflets, folders, ures, 
15-19 St., E.C.4 a yh Ny —— rou- REPRESENTATIVE with experience etc. Should have existing connection 
CENtral 4030 tine and printing processes. ——— by London photographic for this tp work ‘ vite giving 
esen' urp T 
Knowledge of textiles and women’s ho "8449 Ad. Weekly 180 Fleet St BC4 to oa57 Ad. Rekly 180 Pleet S BC4 


fashions an important advantage. 
Salary by arrangement. 


Telephone K. W. ROBINSON at 


COMPETENT CREATIVE ASSISTANT Covent Garden 1711. 
required by advertising department of 


interactions! _ group <2 companies 9.30-5.30 p.m. Sat. 9.30-11.30 a.m. EX PE R | EN CED 


London). Potential executive who can 


turn his talents to producing slick ING WEST END STUDIO 
visuals as well as reasonably polished LEAD nes 


copy. Variety of interesting work on : 

world famous products (press, display, aos eee ae = 

direct mail and packaging). Experi- we); Line and Scraperboard; Shoe 1 

ence, flair and hard work will be suit- ae fats: Mechanical  retouchina: s 

ably rewarded. Write in confidence 4 - ine 
(no specimens please) to 


Box 8454 Ad. Weekly 180 Fleet St BCA week, ideal working ¢ 


noe sara eam uae | Zak Ease hate COPYWRITER 
neat clean worker wit some now- 
ledge of layout. Adapt Service, 5 Leas, London, WI. hk 6403. 


nessbery Avenue, E.C.1. Terminus Saturdavs 
piled TOP FLIGHT LETTERER aad “i 
sudo Man preferred with knowledge These are first-class vacancies for two 
and abil ork : 
SPACE own initiative, Good salary for right experienced versatile Creative men accustomed 
applicants 
Box 8444 Ad. Weekly 180 Fleet St BC4 tet aes 
PRODUCTION EXPERIENCED LETTERING ARTIST to initiating copy themes and presentation 
) « t . . . : 
ASSI ST ANT London. Write, ‘nating @uclications for National campaigns. They will work 
Box 8375 Ad. Weekly 180 Fleet St BC4 as a team on a variety of accounts including 
required immediately for type cod wea M , , 
layouts and adaptations and PUBLICITY m “i ' : 
general production routine. The ASSISTANT Household equipment, etc., in 
« 
man we require should have a LJ 
saad tubeiinddy Bateeaand (male, under 30) required by a large well-known London Agency. 
Pe leading industrial concern. Ap- bers firm know that 
how to use it and should be plicants should possess flair for (Mem of the a 
between 25-35. years of age. detailed organisation, backed by this advertisement is appearing.) 
Write giving full details of sound knowledge of advertising | | 
‘ and publicity techniques. Agency 
previous experience and salary experience essential. Salary and Write 
required to ‘Staff Manager, terms by arrangement. Apply, Box 8437, Advertiser's Weekly 180 Fleet St ECA 
giving full details of career, to 
GILBERT ADVERTISING LTD., Box 8455 
10 Norfolk St., LONDON, W.C.2 Advertiser's Weskly 180 Fleet St €C4 
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APPOINTMENTS VACANT CLASSIFIED ADVERTISEMENTS B APPOINTHENTS VACANT | 
avegy enilidihieiae 


. 
in their Advertising Dept. tora | | S'uadetarosgh's Lesa Omi st tee Mery at Uavoot xs Sescsecd fmopoymce La out Artist 
Agency if the applicant is a man aged 18-64 inclusive or » woman aged 18-59 oe 


COPYWRITER) || ™  “Notiacation ot Vacancies Order 1952." 


VISUALISER We believe that what we want 
ARE YOU A ‘TOP OF THE TREE’ VISUALISER | | 1,0." ou wee 


for Men’s Wear, that term is too old-fashioned, 


who feels that a high levei position in sunny Africa is right | | however, we would settle for a 
Furnishing up his street .. . who would like to work 4 one of Cape- ' 


town’s leading agencies, producing work for meny very good visualiser ! He would 
and Hardwear internationally famous accounts? Are you, in fact, a 8 
-class visualiser who is 


work largelywon one important 
This is an excellent oppor- 


| | consumer account, and should 
ni 
tunity for a keen young man LOOKING FOR A PLACE IN THE SUN? ... ave 6.gund Gdn eens, the 
or woman, offering scope, an abilt ; ick 
ork Then there’s a first-class job waiting for you! Qualifications ity to put in a slick presenta- 
interesting variety of w must, of course, be of the highest; ability to create a / 
and on-the-spot experience of eypsemety successful layout, to visualise and translate tion rough—and preferably have 
, ideas into campaigns that really sell, plus an appreciation | 
retail selling. Only applicants for contemporary design and typography are the first things / had some experience of display 
with previous experience of a we shall look for. And we shall be more than generous 


sieniler cheracter will be to the ot ie meal | If you think es the job should be yours, and showcard work. Please 
considered. apply—preferably in writing— 
WRITE To | | stating age, experience and 
Write in first instance in BOX 8478 ADVERTISER’S WEEKLY salary required, to 


confidence to the Staff Manager, 180, FLEET STREET, E.C.4 
HARRODS LTD., 


CRANE PUBLICITY 
London, $.W.1, giving details of AND THE PLACE MAY BE YOURS! | LIMITED, 5/9 Quatity court, 
experience and salary required. Chancery Lane, London, W.C.2. 


SMART experienced representative , COPYWRITER. Glaxo Laboratories 
wanted in London area to sell adver- Lid. require a young writer with suit- 
WE NEED REPRESENTING in a field tising space in official catalogue, 25 able advertising experience to join a | SAMSON CLARKS uire Junior Pro- 
which we have not yet developed: per cent commission. Easy proposi- team producing copy for a wide duction woman roduction 
Exhibition stands and Display. The tion in remunerative field. If services range of pharmaceutical and food pro- copy detail experience essential. 
right man will enjoy putting the satisfactory, further interesting and ducts. Good salary, pension scheme. day week. 
department on its feet and growin profitable proposition will be made. Full details to Senior Personnel 
with it. Will the right man read this? Good references essential Officer, Glaxo Laboratories Ltd., M 
Rox 8459 Ad. Weekly 180 Fleet St BC4 Box 8443 Ad. Weekly 180 Fleet St BC4 Greenford, Middlesex. MUSeum 5050. 


ARMSTRONG-WARDEN LTD. 
WANT ANOTHER 


| LPE would welcome a 
VISUALISER bright visualiser 


A creative Group in the 


who must have had experience of National 
campaigns. He must be design-minded but 
also produce functional advertisements to do a This is a smallish Group, handling some large 
selling job. He must also be prepared to do accounts. There is a pleasant post here for a 
his share of the routine type of work, be capable Vieusiioes who knows Bs stall, ont pep work 


; } ; h i i hers. 
of producing finished layouts of a high standard ee ae oe Et 
Please send relevant details, but not specimens, 


to: 


and have an appreciation of typography. 
Write giving details of experience and salary 
required to :— 
The Secretary, THE CREATIVE DIRECTOR, 
NG TD., 
ARMSTRONG-WARDEN LTD.,  emeaeren ae eee 
110 ST. MARTIN’S LANE, WC2 
69 New Oxford Street, W.C.1. 
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CLASSIFIED ADVERTISEMENTS 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


oo 


ARTIST 


Good all-rounder. Experi- 
ence in Showcard, Cut-out 
and 3-Dimensional display 
work. 


Preference given to 
one with knowledge 


APPOINTMENTS VACANT 


WANTED 
FOR 


SOUTH 


OPPORTUNITY 


Anglo-American Paper Dress Pattern Company require 
the services of lady 30-40 of good appearance with all or 
any of the following qualifications :— 


1. Knowledge of advertising or experience with Agency, 
Magazine or Advertising Department. 


2. Ability to meet people and work on own initiative. 
3. Good fashion sense with knowledge of home dress- 


of construction. 
making an advantage. 


4. Previous connections with either Textile or Retail Required by very old-estab- 


South Africa’s largest indepen- Trade. lished West End firm. 
dent advertising agency, with | | Appointment offers scope and would be very suitable for WONDERFUL 


offices in four main centres, is person at present acting as Assistant but wishing to take 
OPPORTUNITY 


; charge of small Department. Applications, giving fullest 
sir Sel the additional etal details with first letter, should be marked for the personal 


" attention Managing Director, 
Interesting and enjoyable work, 


excellent prospects. Pleasant McCALL PUBLISHING CO., LTD., 
working conditions, five day ALPERTON LANE, GREENFORD, MIDDX. 
week and superannuation fund. No Telephone Calls please. 


Payment of fares to be negotiated. 
Applications treated in strict 
confidence. In all cases write 
in first instance, giving full 
details of previous experience, 
age, marital status, present 
salary, etc. to 


P.N. BARRETT COMPANY 
(PTY) LTD., 


LONDON LETTERPRESS Colour and 


General Printer requires Representa- 
tive with a connection Every help 
iven to build up a good SS: 
Mod plant and good service. 

one other rep. on staff. Write in full 
confidence to 

Box 8377 Ad. Weekly 180 Fleet St BC4 


OLYMPIA LIMITED still seeks staff for 


their expanding exhibition services. If 
you can read a drawing, write an intel- 
ligible description of the work shown 
on it and take off quantities for pricing. 
write for an interview to the Chief 
Estimator, Kensington, W.14, giving 
full details of previous experience. 


PUBLISHERS 


require for North 
Country an experienced Advertisement 
Representative Appointment carries 
substantial remuneration to youngish 
man capable of exploiting current 
favourable trends, Apply, stating age, 
experience, etc., to 

Box 8450 Ad. Weekly 180 Fleet St BC4 


| PRODUCTION. West End advertisi 


agency requires keen, experi 

young man to take charge of busy 

production department working with 
oduction manager. Five-day week, 
ours 9.5.30 Write full details 

capeueee®, salary, etc 

Box 8458 Ad. Weekly 180 Fleet St BC4 


ence, age and approximate 
salary required fo :— 


Write full details of experi- 


Box 8318 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG LADY TO 


ASSIST IN 
ADVERTISING DEPT. of woekly 
trade journal, some experience neces- 
sary Typing essential, shorthand an 
advantage uncheon vouchers, No 
Saturdays. — fullest details, 
experience, 
Box 8481 Ad. “Weekly 180 Fleet St BC4 


P.0. Box 694, CAPE TOWN 
Account Executive 


Need not necessarily have had 
A/E experience, but must be 
able to discuss marketing, mer- 


chandising and advertising in- D ES IGN ER 


telligently with clients, and 

formulate plans for the success- 

ful promotion of his clients’ A National Advertiser of 

sales. Salary according to ability 

and experience, but not less high standing requires 4 
Package Designer in their 
Studio. It is essential 


than £1,000 a year. 

Layout Artist 
that the applicant has 
a wide experience of 


PACKAGE 


| ACCOUNTS 
EXECUTIVE 


We are looking for a keen, experienced and 
established man in London or the Provinces 


who, on our generous salary and commission 
basis, can earn 


£3,000 


PER ANNUM 


within two years. If he cannot earn this 
much he is not the man we are seeking. If 


First-class visualiser, capable of 
producing striking ideas. Salary 
according to ability and ex- 
perience, but not less than 
£1,200 a year. Send representa- 
tive selection of specimens, 
including as many original layouts 


as possible. printing processes. 


Finished Artist Please write stating he can earn more, he’s welcome to every 
Must be capable of producing | | . penny hecan make. We arean old-established 
top flight figure work. Salary | | experience and salary Fleet Street advertising agency with a reputa- 
according to ability and ex- | | 


tion for growth. This is a ground-floor oppor- 
tunity for somebody. He need not hesitate 
to reply on the grounds of security. We are 
all a team working as one, and this advertise- 
ment is on display in our offices. Write 
fully and in confidence to—-Managing Director 


perience, but not less than required to— 
£1,200 a year. Send a represen- | | 
tative range of specimens. 


Copywriter 

Man with ideas and a flair for 
producing sound selling copy. 
Salary about £1,000 a year, 
according to ability and ex- 
perience. Send specimens. 


| Box 409 Smiths’ 
| Advertising Agency, | 
100 Fleet Street, | 

London, E.C.4 


Box 8436 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS ZERIT 


, APPOINTMENTS VACANT 
KEY re ons amswering these advertisements must - q W 
CREATIVE Loy 


require a 
MAN 


No. 2 
THE MAN WE WANT must be 
a first-class, lively copywriter 
od Hak Fivieeio to __ WOMEN’S PRODUCTION DEPARTMENT SPACE 


fill, however, means something offers an unique opportunity women she could eventually BUYER 
more than this. We want him , ; 
es ta he Otel + oer to a young woman with ex- become responsible for a 


Creative Director . . . to work perience of mechanical pro- group of accounts of especial 


on accounts calling for all the duction work, In a depart- | interest to women; write or || Applicants should have had at 
resources of a well-balanced, 


: x least 3 years’ experience in a 
experienced advertising brsin ment staffed entirely by phone Staff Manager : duit kadin oak ede os 
and a sound design sense. Print, G. S. ROYDS LTD. \éopiccapiity - w.1 - PHONE HYD. 8238 more first-class London agen- 
display, exhibition stands and | | cies. The successful applicant 
press advertising will all come 


FEMALE CLERK TYPIST ( 20-22) | havin oved his worth will 
within his duties, and, if he is required for sdaninletrative * side of ‘ 


the man we hope to find, he photographic department. Applicants ADVERTISING /PUBLICITY | | have an early opportunity of 


must be capable of accepting responsi- working on medi i 
will be given full authority bility in this interesting “a -a- craig ~nagretgaen 


and complete freedom to use his | | writing” "the Eatabiihnent “Ofcer MANAGERESS § Be es Page = ginal 
initiative and sense of responsi- ef. N/S), George Wimpey & Co., group 0 @ agency's cients; 
bility in thi k. Needless to imited, 37 Hammersmith Grove, First class woman required by familiarity with the processes of 
peda wee? “we vonmans Prabess | | manufacturers of nationally ad- media research is, therefore, an 
say, the salary will be a good one - : » ther , 
vertised children’s outerwear. advantage. Applications in 
and the opportunity for ad- . PP! 
vancement with a growing We urgently need good One with sound experience in fullest detail, and with some 


ney is great. Write, givin " the design and production of | | indication of salary require- 
a p Aid eo and salary oo ALL ROUND ARTIST seasonal Catalogues, point-of- || | ments, should be addressed to: 


with studio experience. Ideal sale promotions — dealer-aid || 
pected to working conditions in modern advertising and the planning of G. P. M. HOEY, 


Ges. 690) — se cy sagt pew press campaigns. Must KNOW MAPPER, STINTON, WOOLLEY LTD., 
Advertiser's Weekly 180 Fleet St £64 man. ee beginners or om fashion editors on the Nationals 14-19 GHEAT CHAPEL STREET, W.1 


provers please. Write, giving and woman-interest magazines. 
ASSISTANT for advertising department 


at leadinn Goin cod aiaeneiae aoe experience and salary required to Please write fully, giving details | ECE Crea Toay/erence. 

r Te 3 -class 
pany ; Previous experionse in edver- Art Director. of experience and salary required, printing on glass and pres Good 
Some 


to working conditions. y Hervey & 
technical knowledge an advan- JOUGH ADVERTIS! 
tage. Aue. approximately 22-25. In NG LTD. Goodman ae * estado 332/334 


P Box 8461 Euston Road, 
ary according to age and qualifica- 73 High St., Chelmsford Essex } 

tions. Write, giving full details of Advertiser's Weekly 180 Fleet St €C4 | | —- HOUSE, ovals a num- 
age, previous experiance and qual Coes ee , Fw 
. CREATIVE LAYOUT MAN, experi- isen ’ ; - 
Box 8448 Ad. Weekly 180 Fleet St BC4 enced in strong, powerful layouts for | EXPERIENCED DISPLAY ASSISTANT 
PRODUCTION. Man required for , etc., wanted by comune Young man to create and 
West End Agency to handle a number agency. Good prospects for display units for window and 
of varied accounts. Sound knowledge ef man. ‘Phone Quy MAY- exhi ition use, also liaise with display 
of type faces and blockmaking and fair 5026 ex. 5. contractors. Obtain application form Box 8431 Ad. mWeckiy 180 

goes Agency experience essential. SPECIALIST CITY JOURNAL of re- from Personnel Officer, Polytechnic 


rite fully, age, experience and salary pute has vacancy for additional space Touring Assoc., Lid., 73/77 Oxford 
expected, wil 


Street, L , af 
Box 8416 Ad, Weekly 180 leet St ECs | felling repe pp At. — ASSISTANT TO 


Leading Midland Display Company | Aovs $464 Ad. Weekly 190 Fleet 8t BC4 KLEBOE LTD PRODUCTION MANAGER 


ADVERTISING DEPARTMENT of 
large $.W. London manufacturers has require first class We have a vacancy for a pro- 


f ile, ' i j 
require an Sey alte Eemianentag || RETOUCHING Ammisrs ||| duction, man wit + god 
EXEC UTIVE ome iy 3 Seetich Wine ideal working conditions. 40 hour typesetting and adaptations. 
stating age, experience and salary re- week. Salary approx. £900, | | Applicants aged between 30 
preferably with experience in an quired, 10 Museum House, Museum St., W.C.! and 40 should write giving 
8406 Ad. Weekly 180 Pleet St BC4 . 
Agency or as Advertising Mana- their age and details of their 
ger, able to buy keenly art-work por mar a stating salary 
and print, to take over produc- STUDIO IRWIN 
tion Planning Department. Must , , SAWARD, BAKER & Ms ©., LTD., 
be first-class organiser, prepared have further vacancies for 


to accept considerable responsi- 

bility. Good Salary with oneal RETOUCHING ARTISTS 
lent prospects fer right man. P 
Pension Scheme in operation Top ss bonus and superannuation scheme. 
and House available. Write or ‘phone Studio Director for appointment. 


Applications, giving full details of ase. 


| lifications and positions held, 
Write giving details of STUDIO IRWIN LTD. x 8407 Ad. Weekly 180 Pleet St BCS 


experience etc., to Be ARTIST (male or female) 
3 Box $432 Irwin House, Gough Square, Fleet Street, E.C.4 ~~ GF on — - Ay -B 
Advertiser's Weekly 180 Fleet St €¢4 Telephone: CITY 2171 | Wete stating age, experience, salary 


required to 
Box $442 Ad, Weekly 180 Fleet St BC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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Auaoust 26, 1954 


APPOINTMENTS VACANT 


JUNIOR 
LAYOUT 


MAN 
required by 


NSW 


Napper, Stinton, Woolley 
require an assistant to one of 
their group visualisers. 

He should have at least two 
years’ Agency experience and 
be able to produce clients’ 
layouts from visuals. 

If he is a designer in his own 
right, so much the better. 
His progress will be limited 
only by his ability. Write or 
*phone : 


Art Director 
MAPPER, STINTON, WOOLLEY LTD. 
14-19 GREAT CHAPEL STREET, W.! 

GERrard 2633 


JUNIOR FEMALE Lettering Artists re- 


quired Excellent prospects for per- 
sons with initiative. Studio situated 
N.W. London. Write, —— age, 
experience and salary required 

Box 8409 Ad. Weekly 189 Fleet St BC4 


PRODUCTION 
ASSISTANT 
WANTED 


Young man in early twenties 
urgently required with experience 
in all phases of production work. 
salary and prospects for 
right man. 
Write or phone for appointment to 
W. A. CLARE 


RIPLEY PRESTON 
& CO. LTD., Ludgate House, 


1O7/i11 Fleet Street, E.C.4. 
Telephone CENtral 8672 


SPACE SELLING REPRESENTATIVES 
Required for Lancashire and Yorkshire 
for old established export journal. 
Only those with experience need 
apply. Commission basis only of 25%. 


Reply 
Box 8462 
Advertiser's Weekly 180 Fleet St EC4 


Motoring Weekly Advertiser 
seeks a 


SHORTHAND /TYPIST 
to help make publishing history. 
Tel. CEN 9701. 


423 


in Advertising Department. 


lars, to the Managing Director, 


Box 8474, 
Advertiser’s Weekly 180 Fleet Street EC4 


Applicants should 


SENIOR DISPLAY MAN for depart- 


ment store with prospects of quick 
promotion. Write, 
experience, = 


tor, irnemouth. 


om details of 
Personnel 


SPACE SALESMAN required, Birming- 


ham, also vacancy in Notti 


Commission basis; prospects £750 per 


Box 8465 Ad Weekly 180 Fleet St BC4 


FIRST CLASS EXECUTIVE 


to take charge of 


PUBLICITY DEPARTMENT 


required by well-known Manchester 
i company manufacturing national- 

advertised speciality fabric and various 
p bar products. Applicant would be 
required to handle moderately large 
allocation on a budget basis and must 
have experience not only in all branches 
of Publicity and Advertising but also in 
modern packaging. Ability to work 
with Home - Export Sales Executives 
essential, also London Advertising 
Agents. Staff Pension Scheme in force 


Box 8439 
Advertiser's Weekly 180 Fleet St €C4 


STORY BOARD 


VISUALISER 
by the Larkins Studio, 51 
Street, W.1. 


“Charles 


ADVERTISING 
MANAGER 
REQUIRED 


by manufacturers of industrial A 
ment in Wolverhampton. area. 
ideal would be a man about 28 with 
several years’ experience as assistant 
ive or advertis- 
knowledge of, or 
interest in, mechanical principles is 
essential. The successful applicant will 
be responsible for creating a new 
department and will work in co-opera- 
tion with a targe London 
Future prospects are excellent, but ‘ 
good desl of detail routine work, in- 
Seding production brochures, 
compilation of mailing lists and 
supervision of photography etc., will 
be necessary during the first year, as 
the Company has previously 
advertised. Full details of experience 
etc. and salary required to 


ing manager. A 


Box 6440 
Advertiser's Weekly 180 Fleet $t EC4 


CREATIVE 
ARTIST-DESIGNER 


required to join the studio of 
gressive City Printers. Must be i) 
experienced in (1!) the production of all 
printed publicity, design and letterin: 
up to first-rate presentation stands 
and (2) sound typography, process and 
printing essentials. Pension scheme 
Write giving complete details to 


Box 6476 
Advertiser's Weekly 180 Fleet St EC4 


CAPABLE SENIOR ASSISTANT 


for Publicity Department, experienced 
in technical copy writing and the pre- 
ration of lay-outs for sales leaflets, 
lets and display advertisements for 
trade journals. Previous experience 
essential, good prospects and advance- 
ment for energetic qualified person. 
Full particulars of education, experience 
salary required to 


Box 8476 
Advertiser's Weekly 180 Fleet St EC4 


JUNIOR ARTIST 


required 
studio Some experience 
Apply Studio Lorayne, 
Sq 34. 


for W.1 


necessary 
23 Golden 
ware, Wi. GER 79 


CLASSIFIED ADVERTISEMENTS | 


ADVERTISING AND MARKETING 


Nationally known Company situated in Middlesex, and marketing 
branded household products, require young man, 25/30, as assistant 
Successful applicant will be made 
responsible after training for advertising, marketing and sales pro- 
motion of one or more of the Company's brands. 
essentially possess high intelligence (not necessarily academically 
trained) with the ability to absorb training and assume responsibility. 
This will be considered more important than previous experience. 
Salary range will be approximately £500 to £600 per annum. Pension 
and Profit Sharing schemes in operation. Write, giving full particu- 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANI 


COPYWRITER 
FOR 
GEORGE NEWNES 
PUBLICITY 


Outstanding opportunity for ex- 
perienced man (8-35) with « couse 
advertising approach and the oy 
to write good selling copy with punc 
and imagination on a wide variety of 
famous periodicals in press advertise- 
— and other sales promotion 
ja. 


The appointment offers a permanent 
and progressive position to the right 
man Aepeations working conditions 
and amenities— Pension Scheme—S-day 
week Replies in strict confidence 
stating age, experience and 
required to the 


Publicity Production Manager, 
GEORGE NEWNES, LTD., 
Tower House, Southampton Street, 
Strand, London, W.C.2. 


| 


oy i 


cant will 


"volume of high-class print in 
preeeees Thorough knowledge of 
k ordering and general od pro- 
duction practices oan, age, 


experience, salary, 
Box 8334 Ad Waskiy 180 Pleet St BC4 


ACCOUNTS CLERK, male or female. 


wanted for advertising department, 
te manufacturers and distributors, 
chase orders, invoices, bud 
returns, etc Good opportunity for 
right person “Over forties” 
barred. Write stating experience, age 
and salary required 

Box 8446 Ad. Weekly 180 Pleet St BC4 


| 


| 


Junior 
Layout Artist 


(EITHER SEX) 


to assist and work with senior visualisers 
in a busy publicity department 
of large London publishing organisation. 
Should be art-school trained, 
preferably with some practical experience, 
Good opportunity to extend knowledge. 
Please include full details 
and salary required. 


BOX 8461 
Advertiser’s Weekly 180 Fleet Street EC4 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


TECHNICAL 
PUBLICATION 
SPACE 
SALESMAN 
NEEDED 


A re a American technical 

blishing company is planning 
to open "6 London office and 
needs a space salesman for its 
five publications which cover a 
market of great interest to 
United Kingdom manufacturers. 
Man of sound and successful 
experience, not older than 37 
years, who is earning not less 
than £1,500 per annum is de- 
sired. Man with chemical tech- 
nical training preferred but this 
training is not vital to position. 
Write, giving age, marital status, 
education, experience, present 
connection if you will (which 
will be held confidential), tele- 
phone number and address. 
interviews will be arranged 
between September |2 and 15 in 
London. 


Box 8438 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT MAN required for organisa- 
tion specialising in architectural and 
building trade accounts. Good design 
and typographical sense essential 
Should have ability to produce work- 
maniike roughs for anything from 
press advertisements to complete 
catalogues 
Box 8378 Ad. Weekly 180 Pleet St BC4 

SPACE-SELLER of experience and 
initiative for long-established journals 


with important overseas interests ; 
£600 and commission Write S.A., 
122 Chancery Lane, 2. 


EXCELLENT opportunity for bright 
boy, finished National Service, to 
learn silk-screen trade. Apply Hervey 
& Goodman Lid, (Studio), 332/334 
Eyston Road, N.W.1. 


TYPOGRAPHER 


wanted by 
PRITCHARD WOOD 


Someone with several years’ 
Advertising Agency experi- 
ence and having a sound 
knowledge of Production 
methods. 5-day week. Can- 
teen, 

Write fully giving age and 
salary required to H. C, 
Caffin- 

Fc. Clitard,, ues & Partners, 


25, Savile Row, W.! 


| 


424 


CLASSIFIED ADVERTISEMENTS | 
| 


* The engagement of persons answering these advertisements must — 
be made through a a Office of the Ministry of Labour or a Scheduled Employment 
is a man aged 18-64 inclusive or a woman aged 18-59 inclusive _ 

is excepted from the 
Vacancies Order 1952."" 


Situations Vacant : 


Agency & the applicant 
unless or she, or the employment, 
Notification of 


the provisions of 


AuGust 26, 1954 


APPOINTMENTS VACANT 


WEEKLY PAPER, nation-wide circula- 
tion, needs part-time advertisement 
representation on commission. Keen 
space salesman with good connections 
could substantially augment income 
Box 8447 Ad. Weekly 180 Fleet St BC4 

OLD-ESTABLISHED weekly magazine 
requires advertising representative with 
ambition and good record. A _ per- 

t post for the right man. Apply 


SPACE BUYING 


Dept. of Smiths’ Advertising 
Agency Ltd. requires a male 
or female assistant, aged 
about 21-30, having practical 
knowledge of preparation of 
schedules and recording media 
data,etc. Must be alert and 
have had Agency experience. 
Write giving particulars and 
salary required to :— 

H. L. K., 100 Fleet St., E.C.A4, 


or ‘phone for appointment 
CENtral 5371 (Ext. 7). 


LETTERING ARTIST (male) required 
for studio of London advertising 
agency. Write 
Box 8460 Ad Weekly 180 Fleet St EC4 

ADVERTISEMENT REPRESENTA- 
TIVE, energetic and go-ahead, re- 
quired for suburban weekly Aged 
about 30. Experience preferred. Write 
Box 8402 Ad. Weekly 180 Fleet St BC4 

FREE INTEREST. We need an 
Advertising Salesman for export 
journal. The right man will ga an 
interest free. 


VOUCHER CLERK 
(either sex) required by West End 
Agency Pive-day week Write, 
stating age, experience and salary re- 
uired, to 

om 8404 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 


25% Commission 
Paid to salesmen capable of 
earning £25-30 weekly on wall 
advertisement clocks. 
DERRICK SCOTT & CO., 


39, CRAVEN ROAD, W.2. 
Phone Paddington 1623 


VOUCHER 
CHECKING 
DEPARTMENT 


Required an experienced per- 
son to take charge of this 
Department. 

Applications, giving full details 
of Experience and Salary re- 
quired should be addressed to 


The Manager, Media Dept., 


LONDON PRESS EXCHANGE LTD. 
110, St. Martin's Lane, 
W.C.2. 


Box 7880 Ad. Weekly 180 Pleet St PC4 — 


| 


| 


SALES PROMOTION 


A position offering exceptional oppor - 
tunities to a man or ag thoroughly 
experienced in all de of Publicity 
eccurs in the West nd Offices of a 
Nationally known Hosiery Manufacturer. 
The ideal applicant will possess initia- 
tive, intelligence, a sense of responsi- 
bility, and che ability to direct and link 
Press, Display and Editorial Publicity to 
secure maximum efficiency in helpful 
co-operation with sales and production 
divisions. Write, stating age, salary 
required, qualifications, and detaiis of 
previous employment to 


Box 8435 
Advertiser's Weekly 180 Fleet St €C4 


A vacancy exists for a fully 
experienced 


SCRAPER BOARD ARTIST 


to work on furniture, radio, 


television and other accounts. 


Write in first instance in con- 


fidence to 
Box 8477 . 


Advertiser's Weekly 180 Fleet St €C4 


— , 


Old-established Advertisers require 


SENIOR ASSISTANT 


aged approximately 28/35. Must have 
had good general experience of Adver- 
tising and Publicity; experience of 
Editorial work and/or Publishing will 
be an advantage, but not essential. 
Apply in confidence to E.G., 

Box 1246, clo Dixons Westend 
Advertising Agency Led., 1-9, Hills 
Place, Oxford Serene, London, w.t. / 
Stating age, giving details of experience 
and indicating salary required. Do not | 
enclose original testimonials or $.A.E. | 


LAYOUT Artist for established London 
Agency Must be able to produce 
slick pencil layouts for presentation to 
client and be prepared to visualise. 
Write fully, 

Box 8411 Ad. Weekly 180 Fleet St BC4 


YOUNG EXECUTIVE with initiative 
and drive for progressive position in 
expanding business near London. 
Generous salary for the right man. 


Write 
Box 8361 Ad. Weekly 180 Fleet St BC4 


FULLY EXPERIENCED 
RETOUCHING ARTIST 


We require a capable artist, 
used to handling all types of 
retouching but with emphasis 
on mechanical subjects. Good 
salary and conditions. 


Write or phone for interview 
BATESON & STOTT 


45 St. Paul’s Churchyard, E.C.4 | | 
CENtral 2664 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


| ARTISTS WANTED for 


with full details to 
Box 8445 Ad. Weekly 180 Pleet St EC4 


YOUNG LADY required to take charge 


of Classified Advertising plus some 
general office duties in West End 
agency "Phone Mr. Walker, GER- 


rard 8646 or write 
Box 8453 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED Shorthand/Typist for 


Media Department. Varied and 
interesting work. 9.30-5.30. No 
Saturdays Apply, Media Manager, 


Clifford Bloxham & Partners Lid., 
Lion House, Red Lion Street. W.C.1. 
ADVERTISING AGENCY. Invoice 
Typist/Clerk, good at figures. 9.30- 
5.30. No Saturdays 
Box 8480 Ad. Weekly 180 Fleet St EC4 
PRODUCTION ASSISTANT required 
for copy detail work in publicity de- 
partment. Position is permanent and 
pensionable. Write, giving details of 
experience, age and salary expected, to 
Box 8456 Ad. Weekly 180 Fleet St BC4 
top lettering 
and others with layout or retouching 
ability. 5-day week in os at 
above average wages No inners. 
H. & A. Dix Ltd., 12 Gt. Newport 
St.. WC2. TEM. 8610 


APPOINTMENTS WANTED 


ENERGETIC AND CAPABLE MAN 


seeks position with progressive or- 
ganisation. Twenty years’ all-round 
experience in selling, advertising, 
publicity, production. 

Box 8463 
Advertiser's Weekly 180 Fleet St EC4 


“ HAND-PICKED” SECRETARIES 
available The Wigmore Agency, 67 
Wigmore St.. W.1. HUNter 9951/2/3. 

FIRST-CLASS LETTERING ARTIST 
seeks position with West End agency 
or studio. Please write 

x 8466 Ad. Weekly 180 Fleet St BC4 

ARTS STUDENT secks junior position 
in advertising agency 
Box 8467 Ad. Weekly 180 Pleet St BC4 

RETIRED AGENCY EXECUTIVE 
desires part-time occupation in any 
phase of advertising. Forty years con- 
ducting own agency in Western 
Canada and U.S. Elderly but very 

Able to 


active Good salesman 
assume responsibility. Highest refer- 
ences. Scot by birth. H. G. Penman, 


76 Grange Road, Ealing, W.5 


ADVERTISING MANAGER 


D.A.A., M.LA.M.LA. 
seeks opportunity to formulate hard- 
hitting sales promotion with progressive 
company. Twelve years sound ——- 
and administrative experience. Age 30 


Box $441 
Advertiser's Weekly 180 Fleet St EC4 


SALES AND WANTS 


MULTILITH DUPLICATOR (Model 
1250) for sale. Complete with attach. 
ments, practically new. Takes paper 
up to 9} in. x 14 in., lime and half- 
tone illustrations. Colour in accurate 
register Cost £586 Demonstration 
in London Box R241. 110 Old 
Broad Street. London. E.C 2 


ADDRESSOGRAPH FRAMES for sale 
55s. per 1,000; also Cabinets M.S.S. 
# Tattenham Grove, Epsom 

FOR SALE. Ronco 500 with oak cabinet 
and acc. Perf. cond. Seen London. 
Box 8426 Ad. Weekly 180 FPieet St BC4 

SHOWCARD manufacturing unit re 
quired complete. Present management 
could remain. London area preferred. 
Write fullest particulars, which will 
be treated in the strictest con- 
fidence, to 
Box 8430 Ad. Weekly 180 Fleet St PC4 
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AuGcust 26, 1954 


CLASSIFIED ADVERTISEMENTS | 


PIN-UPS AND COVER GIRLS in stock 
for artists and advertising agents. For 


particulars of studio facilities and | 


enormous model files, contact 
Philip Gotlop Photogra Leid., 
Kensington Church rect, W.8. 
Tel. : WEStern 4130. 


PHOTOGRAPHIC REFERENCES for 
artists for sale or hire, fons, Mage 
taken to persona! 27  ~ 


Street, Square, B.C.4. Ox 


ACCOMMODATION 


ONE/TWO ROOM OFFICE in Pieet 
Street wanted by journalist/photo- 
apher. Six months’ rent in advance. 
Box 8428 Ad. Weekly 180 Pleet St BC4 


ADVERTISER OFFERS ROOM, two 
desks, telephone, etc., at £125 a 
inelusive light and heat. Would 
costs of ne typist. Suitable 


Borst e388 Ad Ww. Weekly 180 Fleet St EC4 


STUDIO TO LET furnished, four mins. 
from Fleet Street. Suitable for two 
artists. Write Box 1088, c/o 7 Coptic 
Street, W.C.1. 


URGENTLY REQUIRED for designer 
in advertising ce approx. 200 
ft. min Good light essential. 
W.C.2 district or near. one HOL- 
born 0032 of write 
Box 8472 Ad. Weekly 180 Fleet St BC4 


ADVERTISING AGENCY (Holborn 
district) offers rent-free desk room in 
bright, airy studio im return for pre- 
ferential services at agreed hourl , 
Box 8473 Ad. Weekly 180 Pieet ! 


FREE LANCE SERVICES 


LAYOUT ARTIST (Ex. Fig.) en 
in folders and brochures, seeks 
missions. 

Box 8229 Ad. Weekly 180 Pleet St BC4 


FREELANCE general artists required 
for W.1 studio. Write 
Box 8469 Ad. Weekly 180 Fleet St BC4 


TEN PER CENT commission paid on all 
— ographic work introduced. Write 
x 8470 Ad. Weekly 180 Pleet St BC4 


GREETING CARDS. Ideas and designs 


always wanted for birthday and all 
occasion cards. Baddeley Brothers 
Ltd., Astra Works, Salfords, Redhill, 
Surrey 


NEWLY FORMED STUDIO wishes to 
aS in touch with all kinds of Bae 


Box # 8471 Ad. Weekly 180 Pleet St BC4 
MAPS designed and drawn fq all 
Box 8424 Ad. Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS 
ADVERTISING FOLDERS 


by = litho or letterpress (own 
o-litho process plant). 
Canmore PRESS LTD. 


Ti be 36835 
Office 98-100 Fleet Street, 
E.C.4 : CENtral 1740, 


THE Independent Television Authority 
invites applications from those 
interested in becoming programme 
contractors in sscevdenee with the 
provisions of the Television Act. 
Applicants should give a broad J — 
ture of the types of programme they 
would provide, their proposals for 
network or local broadcasting of their 

ogrammes, some indication of their 


ancial resources, and the length of 
contract they would desire. All appli- 
cations will be treated in the strictest 
confidence. Replies to irman, 


2? General Post Office Headquarters, 


TOP 
SPACE SALESMAN 


Earning £2,500 a year, with capital, 
wishes to contact owner of 
medium, particularly agricultural, 
with view to working partnership. 
Only interested in’ media with 


s ” 


Box 8452 
Advertiser's Weekly 180 Fleet St EC4 


IF THERE IS A BLOCKMAKER in 
Londen who would like a regular 
monthly order worth £50-£80, and 
who is prepared to guarantee delivery 
of blocks im 2-3 days without letting 
his customer 1 he is invited to 
communicate with 


Box 8429 Ad. Weekly 180 Fleet St BC4 


SILK SCREEN printing business (on 
metal, paper and board) urgently 
required by substantial organisation 
Management can stay. Advise fullest 
details and price required to 
Box 8468 Ad. Weekly 180 Fleet St BC4 


QUICK e GOOD 


JOBBING PRINT 


Intelligent Service for Agents 
R.O.s etc., with growing A/cs. 


AVEnue 5607, 7804 
(Mr. Bloom—personal attention) 


26/27, BEVIS MARKS, 
E L P LONDON E.C.3 


The East London Printing Co., Since 1896 


SERVICE TO PRINT BUYERS ! 
Our facilities in typesetting, letterpress 
machining, binding and direct mailing, 
will more than recompense your 
interest in sending us an enquiry. 
LINCOLNSHIRE CHRONICLE 
Genera! Printing House, 
Waterside North, Lincoin 
Telephone : Lincoln 666 


BROCHURES, 


LEAFLETS, 
Exquisite Work, Quickly 


ARNOTT PRODUCTIONS 
SUN ST., HITCHIN. Tet. 300 


SPECIAL ANNOUNCEMENTS 


See August 5 issue of 
ADVERTISER'S WEEKLY, pages 
280, 281, 282 for the Adver- 
tising Services and Supplies 
Section. September 2 will be 
the next issue containing these 
Services. 


See August 12 issue of 
ADVERTISER'S WEEKLY, pages 
324, 325, 326, for the Monthly 
Register of Trade and Special- 
ist Publications Section. 

September 9 will be the next 
issue containing this Register. 


PRINTERS 


| 
| 


i 


ADVERTISER'S WEEKLY 


COURSES 


A.A. 
THIRTY GUINEA 
AWARD 
goes to I.C.S. Student ! 


In the May 1954 Advertising Association 


Examinations an _ I.C.S.-trained man — 


MR. S. N. SHAMSIE — gained top place in 


Division ‘D’ and the first prize of thirty 


guineas. 


Other outstanding successes won by I.C.S. 
Students were : 


@ Second place in Division *‘C’ 

@ First, second and third places in Division ‘B’ 
and five good passes. 

@ Six good passes in Division ‘ A.’ 


@ Twenty per cent. of ail successful candidates 
were I.C.S. Students. 


international Correspondence Schools offer com- 
prehensive and up-to-date Home Study Courses in 
preparation for both the A.A.QfandJ[the LILP.A. 
Exams. All candidates are coached until successful. 
We also give specialised training in COMMERCIAL 
ART, POSTER DESIGN, LETTERING and SIGN WRITING. 


Write today for free book containing full 
information about our excellent instruction 
service. 


DEPT. 2D INTERNATIONAL CORRESPONDENCE SCHOOLS 
INTERNATIONAL BUILDINGS, KINGSWAY, LONDON, W.¢.2 


Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


Advertiser's 


REGISTERED 
T G.P.O. AS A 
NEWSPAPER 


Most of the biggest — 
and many of the 

smallest — advertisers 
in Great Britain have 


found it wise to put 
The Times at the 
top of their schedules 


55/- (overseas) 


‘STOP PRESS 


DEATH OF 
EWART BERRY 


@ (Continued from page 383) 


and then worked in the ay ay = 
and commercial departments in 
London office of Allied Aon 
Kemsley) Newspapers. He went to 
Newcastle in 1925 where he became 
pe director of the Newcastle 
of the Kemsley 

About six years ago returned 
to London to become advertisement 
director of the whole Kemsley 
group and last year became general 
manager at Kemsiey House, Lon- 
don. He was a member of the 
Council of the Newspaper Pro- 
prietors Association. 

Ewart Berry’s mother was the 
only sister of Lord Buckland, = 


He is pn me J his “ant 
two children, of 
Michosl to cn’ the sie! of Kemaler 
Newspapers at Sheffield. 


No further develo 
pected in inter-union 
printing of “ Daily 
could lead to non- 


production of films for television. 


Winter campaign for Mazda 
lamp to use national dailies and 
some 90 trade journals. Ads. will 
appear in local newspapers for local 

* competitions. 

pies of new edi- 
tion of Mazda booklet, “Lighting 
to Measure,” 


being printed. 
Agents: Mather & Crowther Ltd. 


First issue of “Technical Book 
Review,” new journal devoted to 
aay Gee Saeeies o ae 


| technical books, appear 


September 30. Publishers are EW. 
Publications Ltd. 


Consumer advertising breaks in 
October for The Gayway Pian, 
range of soft furnishing fabrics 
being launched by Gayway (Tex- 
tiles)" Ltd., Manchester. a 
advertising and a large-scale dealer 
mailing is planned for l 
Agents are Scott-Turner Asso- 
ciates Ltd. 


published by wwe Proprietors, BUSINESS PUBLICATIONS Litd., at their office at 180 Pleet Street, London, £.C.4. . oo Chancery cery 8844.) 
August 


26, 1954. Printed in England by St Clements Press Lid., Portugal St., Kingsway, 


London, 
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THESE FICURES 
SPEAK FoR 
ruemsewves | 


+ And what do they say ? 
< O 2, 91 6 | Seg | The same as they said last year 


JAN-JUNE 


1953 and the year before ! 
| JAN-JUNE 


THE EVENING CITIZEN 
is unquestionably Scotland’s 


fastest-growing newspaper in 


sales and advertising. 


JAN-JUNE 
1954 


JAN-JUNE 
1953 
= JAN-JUNE 
= 1952 


« LEAPS AHEAD IN EVERY Ww 
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Scottish Supplement—ADVERTISER’S WEEKLY 


HERE’S THE PLACE 
TO TRY OUT YOUR NEW PRODUCT 
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This photo of Dundee shows the River Tay, the Tay Bridge, and a section of the city. 


NDE: has what a good Test 
Town should have: 

@ A compact community (pope- 

DO YOU KNOW lation 177,340), 


That Dundee has Britain's largest manufactory of cash registers and @ A big variety of industries. 
accounting machines ? 


Is the centre af Britain's jute industry ? 
Is the home of Britain's largest watch industry ? 


» Plenty of retail outlets. 


@ A morning and an evening news- 
paper giving what we believe is 

Houses Britain's largest producers of greeting cards ? unequalled coverage. 

Has Europe’s largest dry battery manufacturing unit ? 

RITE for news-sheet givi 
Holds the attendance record for the Royal Highland Agricultural Show? W facts ye d ee] heen See. 
Has just launched the biggest ship ever built on the East Coast of son & Co., Ltd., Courier Buildings, 
Scotland ? 


Dundee, or 186, Fleet Street, London, 
—And Edgar Wallace said Dundee had more pretty girls than any town E.C.4. ‘Phone: Chancery 5086. 
he knew. 
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REACH MOST OF 


SCOTLAND'S 


WORTH-WHILE 


\9 


The 
Scotsman 


THE SCOTSMAN maintains a 
consistent circulation throughout 
Scotland’s middle and upper classes. 
It is without doubt the most far- 
reaching morning newspaper in 
which to advertise to the country’s 


influential business and social 


communities. 


MEMBERS 


MARKETS ele 


J % 
These Three Newspapers 


' Weekly 
Scotsman 


THE family readership of the WEEKLY 
SCOTSMAN is an advantage to advertisers 
aiming to introduce their products into town 
and country households. This popular weekly 


can take your message to people who matter 


to you in Scotland. 


Evening 
Dispateh 


THe news and feature services of the 
EVENING DISPATCH appeal to ali age 
groups and classes in the south-east of Scot- 
land. There is news value to these readers 
in the claims of household and family 
commodities advertised in this newspaper. 


A.B.C 


North Bridge, EDINBURGH - 63 Fleet Street, LONDON, E.C.4 - 33 Gordon Street, GLASGOW 
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= COTLARS has always recognised that even its best- 
known products cannot be left to speak for themselves 
and that some degree of advertising will help to make them 
better known throughout the world. We are living in an 
intensely competitive era when to be modest and self- 
effacing is also in many cases to be overlooked and when 
publicity is an essential element in any well-run business. 

What is true for one business is also true for many. And 
this year very many industries are demonstrating their belief in 
the power of advertising at the Scottish Industries Exhibition 
in the Kelvin Hall in Glasgow. Those anxious to show their 
products, indeed, exceeded in their demands the space avail- 
Sy a ee Pe 

ustry. 

It will, I am certain, be an engrossing occasion. For buyers 
—and they are coming in large numbers from all over the 


A special message to 


ADVERTISER’S WEEKLY from 


Rt. Hon. James Stuart, M.P. 
Secretary of State for Scotland 


The Scottish Industrial Exhibition— 
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world—it will provide an 


of seeing the 
products of Scottish industry and we hope that substantial 
orders will be placed. 

For the general public in Scotland it will give an opportu- 
nity for exploring a world which so often remains closed to 


them. Seeing how things are made can be a fascinating 
experience. 

The Scottish industrial story is at present one well worth 
telling. The basic industries—coal, steel, heavy engineering— 
have a sound productive record. Alongside them more and 
more new industries are growing up, some in the Industrial 
Estates and others scattered up and down the country, from 
Caithness to Annan, 

For this story the Industries Exhibition will provide a 


striking summary, with many hints of exciting episodes to 
come, 


Scotland’s shop window 


HE Scottish Industries Ex- 

hibition—September 2-18 
—will be one of the most 
important trade fairs that has 
been held in the United King- 
dom since the war. 


It is important primarily from 
an export point of view but also 
as a gigantic public relations 
enterprise, for this vast exhibition 
will show, within the confines of 
the Kelvin Hall, what Scotland 
is really like, what it produces 
and who produces it, and the 
lively pattern of its post-war de- 
velopment is reflected in the 
stands of about 300 exhibitors, 
who are drawn from no less than 
100 different industries. The 
scope of the Exhibition is clearly 
wide. 


amounting to about £10,000,000 
were placed during the Exhibition 
itself. There must have been, of 
course, many follow-up orders of 
which we have no record. Not 
only that, but the goodwill and 
interest created abroad were a 
considerable help to Scottish in- 
dustry. 


SIGNIFICANT DISPLAY 


All this led the sponsors to 
consider what might be done in 
the future. The idea of having 
an annual trade fair was con- 
sidered, but it was rejected, and 
I think wisely so, because it was 
felt that it required a period of 
years to allow developments to 
mature, and to enable the pre- 
sentation of a completely new 
and sigr.ificant display of Scottish 
products. 

The decision to hold the 
present Exhibition was inspired, 
not only by the success of the 
1949 Exhibition, but by the wide- 
spread enthusiasm for the project 
among Scottish firms, and in fact 
one of the American firms who 
manufactured in Scotland an- 
nounced recently that they had 
derived more business from the 
1949 fair than from any exhibi- 
tion or similar campaign in which 

ever participated. 


they had 


HISTORY OF EXHIBITION 


However, before discussing this 
year’s Exhibition, it is as well to 
consider the background. 


The first Scottish Industries Ex- 
hibition was held in 1949 by the 
Scottish Council. That Exhibi- 
tion was attended in just over a 
fortnight by 500,000 people from 
all over the world in addition to 
some 30,000 trade buyers, and it 
was calculated that orders 


By R. A. MACLEAN, Chairman, 
Council of Management, 
Scottish Industries Exhibition, 1954 


The reputation of the 1949 Ex- cent of the total UK output 
hibition has simplified to some of ships, 50 per cent of the heavy 
extent the task of producing this locomotives, 60 per cent of the 
year’s event, but we regard this as coal-cutting machinery, 70 per 
a continuation and an extension cent of the boiler plant, and 90 
of the work we began then. per cent of the sewing machines. 

In the latter part of last year, It has one of the largest aero- 
the Exhibition organisation was plane engine production and re- 
set up and invitations to partici- pair factories in Burope, it makes 

te were sent to some 4,000 aj] Britain’s aluminium, it is 

rms covering every conceivable responsible for one-third of the 
aspect of Scottish industry. The UR output of watches, clocks, 
response was immediate and and counting machinery and 
within a few weeks there were typewriters, its textiles are, of 
more applicants than there was course, world famous, it produces 
space available. i more than half of Britain's 

When the space committee linoleum, one-third of its carpets 
came to allocate the stands, their and 90 per cent of its spun jute. 
aim was to ensure that the Exhi- Scotland is th j f 
bition would be balanced and : aR ME gi Phe 

‘ the UK with a significant hydro- 

truly representative. I think they electric output. ; ‘ 
have achieved this, for the ex- put, and is more 
’ nearly self-supporting in food and 


hibits cover a range in these 100 : ‘ 
industries that will surprise not a timber than any other part of 


the UK. Scotch whisk is 

7 a és the following Britain's greatest dollar Jorace. 
’ One of the most important fac- 

tors in the shift of emphasis in 
Scotland's post-war development 
has been the advent of North 


@ Continued on page 4 


figures show, Scotland's contribu- 
tion to the UK economy is at 
once large and varied. With only 
10 per cent of the population, 
Scotland is producing 40 per 
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e SCOTLAND’S SHOP WINDOW. continued 


A significant event 


The Scottish Industries Exhibition will be held at Kelvin Hall, 


Glasgow, from September 2 to 18, 


This is an artist's impression of 


the decorative poles which are to form part of the exterior display. 
These are to be sited on the one pas of the road and face Kelvin 
Hall. 


American firms, and it is signifi- 
cant that over 70 per cent of the 
American firms which have come 
to Britain since the war have 
chosen Scotland. The Sunbeam 
Corporation, whose decision to 
operate here was announced re 
cently, is but one of the many 
US concerns who are very 
interested in Scotland, and they 
can certainly draw confidence 
from the experience of the North 
American companies which are 
already established here. 


A GOOD PLACE 


| quote from a speech made in 
New York recently by the Presi- 
dent of the National Cash 
Registers’ Corporation: “Altru- 
ism is not our strong suit. We 
selected Scotland for the exten- 
sion of our manufacturing system 
because it seemed a good place in 
which to make our products... . 
We have formed the highest re- 

rd for Scottish labour. The 
Seots are a most hard-working, 
industrious people. That opinion 
ly shared by anyone who has had 
experience of working with them. 
. « « AS @ consequence, we have 
raised our investment from 24 
million dollars four years ago to 
9} million dollars to-day.” 

Such then is the position that 
we hope to portray in our 
Exhibition. 

To return to the organisation 
itself: it is an important point, 
and one which should be widely 
realised, that this is not a Govern- 
ment-sponsored Exhibition, nor 
is it subsidised in any way. The 
1949 Exhibition was unique 
among trade fairs of comparable 
standard in that it was guaran- 
teed by a fund subscribed by 
every section of the Scottish com- 
munity, without State assistance 
of any kind. 

The appeal for guarantors this 
year brought an immediate and 
generous response which showed 
that we enjoyed the full support 
of industry and commerce, local 
authorities, trade unions, profes- 
sional organisations and many 


private individuals. The target 
aimed at was £100,000, but 
over £130,000 was subscribed in 
a very short time and the fund 
closed. 

Now, after a year of inten- 
sive organisation, we are 
ready to present the greatest 
shop window of ottish 
goods of high merit that has 
ever been shown to buyers 
from home and overseas. The 
stand frontage is approxi- 
mately 14 miles in length. It 
is equivalent to a shop 
window stretching from 
Oxford Street, down Charing 
Cross Road, along the full 
length of the Strand and Fleet 
Street to Ludgate Circus. 
Everything on show is made, 

not merely assembled, in Scot- 
land, many of the products are 
making their first appearance 
and almost all of them are avail- 
able for immediate export 
delivery. 


TRADITIONAL INDUSTRIES 


The heavier industries are 
ge in the Engineering 

all, which itself contains 
about 100 stands. Here are the 
traditional industries, and 
although shipbuilding and min- 
ing are not presented as such— 
it was felt that these industries 
could not be satisfactorily repre- 
sented in the space available— 
many of their ancillary indus- 
tries, machinery, pumps, valves, 
boilers, fuelling systems, are to 
be found. 

The display includes a 
machine which may well revolu- 
tionise ship engine repairs, only 
one of many important new in- 
ventions which can be seen and 
— for the first time. 

‘Then there are the new indus- 
tries: the manufacture of earth- 
moving equipment, typewriters 
and accounting machinery, the 
latter including the first all- 
British fully versatile  direct- 
entry machine, which is being 
produced at Dundee, and a new 
calculator, the entire manufac- 
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Scotland’s 


advance 


By LORD BILSLAND 
of Kinrara, President, 
Scottish Council 
Development and Industry 


HE Scottish Industries Exhibi- 

tion, 1954, is a major event 
of international significance. It 
is a national enterprise, spon- 
sored by the Scottish Council, 
financed entirely by the Scottish 
people, without Government 
aid, with the wholehearted co- 
operation of Scottish industry — 
management and organised 
la 


In the nine years since the war 
Scotland has made a greater 
advance than at any period in 
living memory. Her heavy in- 
dustries, always her mainstay, 
following their massive con- 
tribution to the British war 
effort, have made marked pro- 
gress by technical and 
scientific developments and 
have very well maintained 
their leading position. Her 
wide range of other industries, 
many also very well known in 
the markets of the world— 
tweeds and knitwear, carpets, 
linoleum, furniture, leather, 
light engineering and many 
others — deservedly hold a 
prominent place by reason of 
their high standard and fresh- 
ness of design and quality of 

~ manufacture. The extent of 
the great development in light 


industry, since the war, can be 
measured by the fact that over 
100,000 new jobs have been 
created in these nine years in 
a wide variety of new enter- 
prises in that category. 

The North of Scotland Hydro 
Electric Board has harnessed 
the water power of the High- 
land gilens, with great social 
benefit to that area, where 
over 12,000 farms and crofts 
are now lit by electricity, and 
has added very materially to 
the power available for indus- 
try. New coal fields in Fife, 
the Lothians, and Ayrshire are 
progressively increasing the 
Scottish output of coal. Every- 
where there has been a surge 
of new activity and enterprise, 
and it is a notable fact that 
over 70 per cent of the Ameri- 
can corporations that have set 
up plants in the United King- 
dom since the war have chosen 
Scotland for their location. 


The Scottish Industries Exhibi- 
tion will reflect Scotland, and 
the spirit of Scotland to-day. 
It will be not only a trade fair, 
comparable with any of the 
great international trade fairs, 
but also a Pageant of Scottish 

industry. 


DODGG0OOOO0O 0000000000000 0000H 


ture of which is carried out 
in Scotland, whence it is ex- 
ported to many countries includ- 
ing the USA. 

A tractor designed for use on 
the very small farm which is 
oing into production for the 
irst time by a Scottish firm, the 
latest jet engines, carpets, kitchen 
equipment, electronic devices, 
some of the biggest ropes ever 
made—one could continue the 
list over pages. 


FASHION PARADES 


Then there is an arena capable 
of seating 3,000 people, in which 
mannequin parades and indus- 
trial displays of the first order 
will be presented. The mannequin 
_— are being organised by 

orman Hartnell, Aage Thaarup, 
and the London Model House 
Group in collaboration with 
leading Scottish manufacturers. 

Part of the plans for buyers 
and visitors include the holding 
of special national days, when 
ambassadors, high commissioners 
and other representatives of 
overseas countries will honour 
the Exhibition by their presence 
and be entertained by the Exhi- 


bition Council of Management 


and invited to discussions on 
trade questions particularly 
affecting their own countries 
and the exhibitors with whom 
they are most likely to be con- 
cerned. 


HIGH STANDARD CLUB 


The comfort and convenience 
of = a have been carefully 
studied. A club of very high 
standard with a restaurant and 
lounge has been planned. Exten- 
sive information services are 
provided by the eleven organisa- 
tions represented in the informa- 
tion bureaux, so that the over- 
seas businessman can discover 
how to take a piece of machiner 
across the Atlantic, where to fish 
in the Highlands, or how to set 
up a factory in Scotland, all 
without walking more than a few 
yards. Facilities for typing, in- 
terpreting and cabling are also 
available. 

This is what we are presenting 
at the Kelvin Hall next week 
and we have every confidence 
that this Scottish Industries Ex- 
hibition will be a memorable 
and significant event-in the in- 
dustrial prosperity of the whole 
of Scotland. 
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James Seager, Editor-in- 
Chief and General Manager, 
“Edinburgh Evening News.” 
O— EDINBURGH isn't 
just a city of incom- 
parable scenic charm, not_just 
a crucible of history, a home 
of culture, and a seat of law 
and government. It is also very 
much the hub of expanding 
industry and commerce for the 
whole South-East of Scotland. 
From printing and publishing 
to beer and banking, from 
chemicals and confectionery to 
oatcakes and insurance, from 
rubber and papermaking to 
engineering and the tourist trade 
—yes, Edinburgh has built wu 
an impressive reputation for all 
and prosperous 


of this, and more. 
Burgeoning 

though these activities certainly 
are, however, the capital pushes 
forward at the same time into 
newer ventures and investments. 
Such as electronics, for instance, 
where the city has already got a 
foothold on the ground floor. 
Flanked to the north and south, 
moreover, by coalfield develop- 
ment in Fife and Midlothian, 
Edinburgh is at once the focus, 
the clearing house, the shop 
window for the ever-growing 


townships and communities all 
around 


Investigation 


Here, in short, is a rising con 
centration of purchasing power, 
a place where it pays to advertise. 
Here, too, to serve your needs are 
experienced and resourceful agen- 
cies (including one of the oldest 
in Britain), and the wide-ranging 


newspapers of the Scottish 
Capital. 
A. H. Bruce, Scottish 


General Manager of Beaver- 
brook Newspapers Ltd. 


HE PURSE of Scotland is 

still a full purse, and 

there are no signs of the strings 
being tightened. 

Steel, the touchy barometer of 
Scottish prosperity, stands —_ 
and steady. Colvilles are build- 
ing a new £20 million plant. That 
reflects the confidence of the 
heavy industries. 

And it is clear that the people 
of Scotland are hopeful and con- 
fident, for more people have 
holidayed outside of Scotland this 
year than ever before. 

This confidence springs largely 
from the fact that pre-war fears 
have been removed by the open- 
ing of so many new light indus- 
tries in the “heavy” areas. Nearly 
400 new factories have been 
started in Scotland by the big 
manufacturers of Britain and 
America—Rolls Royce, Hoover, 


‘ Advertiser’s Weekly’ Market 


Team visit— 


Publishers forecast a bright future 


Remington Rand, Metropolitan 
Vickers, the National Cash Regis- 
ter and hosts of others. 

Four out of five of the Ameri- 
can concerns which have come to 
Britain have built their factories 
in Scotland 

Because of the nature of the 
new industries, Scotland is a 
greater source of national adver- 
tising than ever before and should 
continue to be so. 

The Beaverbrook organisation 
looks confidently to the future, 
for its remembers that the Scot- 
tish Daily Express, now selling 
600,000 copies a day, the highest 
of daily newspaper sales, was 
born during, and survived 
triumphantly, the worst depres- 
sion Scotland has known-—the 
1928-1933 period. 


Thomas White, Mana- 
ger, George Outram & Co., Ltd. 


THINK the trade outlook 

is still a hopeful one. Some- 
thing of an economic re- 
naissance—it has also been 
described as a second industrial 
revolution—is meanwhile in 
progress in Scotland. 

The aim is not only to 
strengthen the older industries but 
also to broaden the basis of pro- 
duction through the establishment 


A thriving society of more 


than five million 


4 ILLUSTRATE the 
nature of this important 
market, we propose to examine 
the type of information we 
should need for planning, on 
an area basis, a co-operative 
promotional campaign for foot- 
wear. 

This has a topical interest, 
since the trade has been actively 
engaged in considering proposals 
for a _ national advertising 
scheme, presumably on similar 
lines to co-operative campaigns 
conducted by brewers, hatters, 
and more recently, by the leather 
trade in Ireland. 

That the need exists for an 
imaginative approach to selling 


is generally recognised, and this 
is by no means uliar to any 
one industry. The fact remains 
that while in 1953, with a total 
output of some 140 million pairs 
of footwear of all types, the in- 
dustry reached a level of pro- 
duction obtained only once since 
the war, the problem of main- 
taining and expanding the level 
of consumer expenditure on 
footwear still exists. 

Some people—and here the 
emphasis is on men—tend to 
limit their expenditure on this 
vital article in favour of other 
consumer goods, This, perhaps, 
is one reason why, of the leather 
footwear made in the UK last 
year, about three pairs were for 


women as compared with two for 
men. 

Promotion may have been so 
far directed to women that the 
men’s market may have been a 
secondary consideration. The 
current experiments with “ men 
only” shops are therefore of 
pertinent interest. 

Of even greater interest has 
been the effect on sales of 
children’s shoes stimulated by 


education in child welfare. The 
importance attached by the 
medical authorities to well- 


fitting shoes for a child's health 
has undoubtedly influenced 


mothers in much more selective 
buying = children's shoes. 
¢ lesson is obvious; there 
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of new, and its successful achieve- ~ 


ment can hardly be doubted. 
Industrial and agricultural pro- 
duction are at record high levels, 
as, of course, also is employment. 
Public purchasing power as a 
consequence is good. 

The decision of many Ameri- 
can firms to set up factories in 
Scotland provides its own com- 
mentary on the outlook. 

The future must still, of course 
depend mainly on the "traditional 
industries, but most undertakings 
in these are of world renown, and 
this fact in itself assures them at 
least a reasonable share of avail- 
able trade—which should, indeed, 
expand as the undeveloped areas 
are opened up. The £20 million 
steel development of Colvilles 
Ltd. indicates confidence in the 
future of the engineering and 
allied trades, centred mainly in 
the Glasgow area. 

Scottish industry is to tell the 
world about itself in September 
at an exhibition in Glasgow pro- 
moted by the Scottish Council 
(Development and Industry), and 
meanwhile home consumer 
demand has been stimulated 
further by the recent relaxation 
on hire purchase trading. 

In all this activity, publishers of 
newspapers through their editorial 
and advertising columns, will play 
their full part for the benefit of 
industry and trade, 


HILE THE 
economy of Scot- 

is an integral 

part of the British 
economy it must be 
thought of as a 


separate country with 
an economy diverse 
enough to be con- 
sidered in terms in- 
dependent of those of 
England and Wales. 


appears to be plenty of scope for 
educating by advertising. tici- 
pating new styles for new needs, 
such as the “stay-at-home” type 

of shoe, undoubtedly influenced 
by the growth of the television 
habit. Educating an ageing 
population in the habit of adding 
to the variety of their shoes, 


@ Continued on page 6 


——— 
a 5 ee 
n 
ee . 
: Ae 
aa a cf 
. 
a 
_ 
es 
if 
, 
Pp 7 
i 
a pi, 
ee a 7 
ee | 
The Scots are now be 
an urban people and er 
more than half live af 
EN 
er 
7 
e 
So Po q 


eamaters. =) 


ead teen eee Te eed 


ADVERTISER'S WEEKLY—Scottish Supplement 


© A THRIVING SOCIETY —continued. 


THE SCOTTISH MARKET 


instead of relying—as so many 
of us, particularly the older ones, 
do—on the same pair of outdoor 
shoes for almost all purposes. 
Promoting the. sale of men’s 
footwear when the relatively 
slow sale of popular and medium 
grades amongst men has been a 
matter of concern to the indus- 


A further point in favour of 
influencing buying by educational 
promotion is the need for “ iron- 
ing out” the seasonal fluctuation 
of sales which is very evident at 

esent. This seasonality of sales 
is reflected in the accompanying 
chart which illustrates the values 
of weekly sales of footwear for 
large retailers. It stresses the fact 
that sales are heaviest in the 
spring and early autumn. 


GREAT INITIATIVE 


Of recent years the footwear 
industry has shown great initia- 
tive in developing new styles and 
techniques. In particular, great 
strides have been miade in the use 
of non-leather soling materials. 
It may be safely assumed, there- 
fore, that the industry is fully 
alive to the great possibilities of 
expansion by imaginative pro- 
motional methods. 

In the Glasgow area, for 
example, a striking development 
has been the growth, initiated by 
one manufacturer in particular, 
of ultra-modern shoe shops with 
attractive displays, replacing shop 
fronts of very dated design, These 
are to be seen in the Gorbals and 
other working-class districts. An- 
other manufacturing concern, 
with many retail branches, Scot- 
tish in origin and better known 
before the war in Scotland and 
the North, has made immense 
progress in the post-war years, 
pereemarly in London and the 

ut 


While, however, most firms 
have full order books, retailers 
reported in May, according to the 
Board of Trade Journal, July 10, 
1954, a substantial fall in sales 
compared with May of the pre- 
vious year ; a fall which may be 
attributable in part to the poor 
weather and also to the fact that 
last year was Coronation Year. 
On the other hand, stocks of foot- 
wear rose slightly and at the end 
of the month were 20 per cent 
—_ than at the end of May, 


While the figures for sales of 
footwear in the trading year to 
date compare favourably on the 
whole with the preceding year, 
stocks remain at a high level. 
This situation has called for 
careful consideration of market- 
ing and advertising plans to 
stimulate consumer demands to 
still greater heights and to obtain 
for the industry, in the words of 
one authority, “a larger slice of 
the national cake.” purpose 
of this review is to examine 
Scotland as a market, with foot- 
wear used entirely for illustrative 
objects: nevertheless, there may 


well be sound reasons for testing 
the sales effectiveness of a co- 
operative promotional scheme on 
an experimental regional basis. 
A not unfavourable picture for 
Scotland is painted when average 
weekly sales by large retailers are 
compared by areas. The following 
table from the Board of Trade 
Journal of July 10 reproduces the 
situation in May last:— 
AVERAGE WEEKLY SALES--LARGE 
RETAILERS (Average 1950— 100) 


| Clothing | “All 
and Mi 
Footwear dise 


Scotland ... 
North-east ... 


Blokes 


London—Central & 
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BASIC MARKET 

FACTORS 
L= us now consider the 

Scottish market in terms 
of population density, indus- 
trial development and standard 
of living factors. First, how- 
ever, we should remind our- 
selves of the general truism 
that, while her economy is an 
integral part of the British 
economy, Scotland is, neverthe- 
less, “a distinct society with 
a unity and cohesion of its 
own.” We must think of her 
as a separate country with an 
economy diverse enough to be 
considered in terms indepen- 
dent of England and Wales. 

“The Scots,” to quote from 
Scottish Economy published this 
year, “ are now an urban people. 
One-third of them live in a great 
urban area: over half live in 
large towns and cities ; and over 
four-fifths live in communities 
of more than a_ thousand 
people.” Nevertheless, farming 
and other rural industries remain 
an important part of 
“The populati f Scotland 

pulation o at 
the ‘Todt. Census was 5,096,000, 
an increase of 5 per cent over 
the 1931 Census population. 

A regional distribution of its 
inhabitants would place them in 
the following groups: the Central 
Counties, which include Edin- 
burgh and the Greater Glasgow 
conurbation ; nearly three- 
quarters of the total population 
live in this area: the North- 
eastern Counties, next in order 
of population and which include 
the cities of Aberdeen and 
anges: te a Counties, 

© South-western Counti 
the Border Cmte. - 

inburgh, - 
Dundee are a afl the 
subjects of published city and 
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I AM very glad of this oppor- 
tunity of being associated with 
the Scottish Supplement of the 
ADVERTISER'S WEEKLY. 

1 believe that Scotland as an 
economic unit is more alive 
to-day to the possibilities of her 
resources than at any time dur- 
ing her long and honoured 
history. 

At the present time there are 
signs of vigorous and enterpris- 
ing undertakings all destined to 
promote and develop the econo- 
mic well-being of the country. 
Long-term plans are being de- 
veloped, the full effects of which 
will not be felt for many years 
to come. 


Well assured * 
future 


By JOHN G. BANKS 
Lord Provost of Edinburgh 


Scotland is conscious of her- 
self, and her future is well 
assured. Despite all present-day 
difficulties, I do not think there 
was ever a time when we were 
all so united in our efforts and 
beliefs and determined that, 
whatever might poogee in other 
parts of the world, Scotland will 
play her part as a vital member 
of the United Kingdom as part 
of the heart and core of the 
British Empire. 

I commend most cordially the 
Scottish Industrial Exhibition 
which is being held in Glasgow 
in September. This Exhibition, 
I am sure, will reflect the healthy 
state of the nation. 
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county reports based on the 1951 
Census and which contain 
valuable information on popula- 
tion density and composition, 
housing and composition of 
households, with data on house- 
hold facilities, both separate and 
shared. Similar reports are now 
available for many of the less 
heavily populated counties and 
burghs. olume II of the 
Scottish Census provides infor- 
mation on the population of 
towns and larger villages. 

At the 1951 Census Scotland 
had 1,438,000 households. 


INCOME PER HEAD 


Real income per head of popu- 
lation is another indication of 
preceey. and the chart (page 
) from Scottish Economy, 
illustrates the trends in Scotland 
and the United Kingdom be- 
tween 1924 and 1948. Not un- 
naturally, when one considers the 
relative industrial capacities and 
populations of the two countries, 
real income has been lower in 
Scotland than in the United 
Kingdom. The increase from the 
difficult years of the 1930's will, 
however, be noted. During this 

iod the ratio of income per 

d in Scotland to the income 


per head in the United King- 

dom reached its maximum at 94 

per cent and its minimum at 86 
cent. 

The annual report of the Com- 
missioners of Inland Revenue, 
although the latest figures avail- 
able are for the year 1949-50, 
show what people earn in Scot- 
land. 

The higher income groups are 
relatively smaller than the kin- 
dred groups in the United King- 
dom, but the redistributive effect 
of taxation should be taken into 
account. 

A further pointer to regional 
purchasing power is provided by 
the analysis of the main occupa- 
tion groups and their average 
weekly earnings. A study of t 
distribution of manpower in Scot- 
land shows that amongst the 
principal occupation groups are 
metal manufacture, engineering 
and allied trades. 

These industries include some 
of the highest paid of industrial 
workers, and the same may 
said of coal mining. It is not 
true of such important occupa- 
tional groups as agricultural 
workers, but we must not lose 
sight of the fact that agricultural 


@ Continued on page 8 
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Kemsley 
Publications 
show the 
way in 
Scotland 


Kemsley Newspapers are driving home some 
succinct facts about Scotland. The picture of a 
Scot putting salt on his porridge reminds us | 
that we are dealing with a market with a strong 
will of its own. We are quickly made to realise 
that Scotland is more important than we 
thought. 1953 was a record year in terms of 
production, employment, housing and new 
developments. 

The Kemsley Group offer some impressive 
coverage figures, then round off their story 
with good commonsense. The staff of the 
Scottish publieations are Scots themselves; 
they understand and are understood by the 
Scot; they hold the public eye. Sound reason 
for these handsome increases in circulation. 


RISING CIRCULATIONS 


Sunday Mail 
January—june 1954 645,078 
July—December 1953 624,704 


NET GAIN OVER SIX MONTHS 20,374 


poy ey bt 1 Sh ee ene 


respect. ae taste uanenente rich Ayr, rgyll areas; 
his pocket. 1953 was a record year; tnd weoverage of over 23" fg ind 
canny oe the length and breadth of Scotland. 

: And on Sundays more Scots families 
read the SUNDAY MAIL than any English 
published newspaper. The SUNDAY 
MAIL is @ national institution. oe 
ents 5% of Scottish homes ev orery woth. 
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Daily Record 


January—June 1954 337,581 
July-December 1953 332,925 
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a largest gazetteer. 

NETGAINOVERSIXMONTHS 4,656 circulating Scottish Morning news- | Advertising is worth its salt in the 
er Amy DA J SUNDAY et ey: RECORD, 

Advertisi th its sale makes instructive = oan & 45% ree Pree or the Scots, 


reading for the media man. It makes it clear 
that the advertiser is missing out unless he 
puts the SUNDAY MAIL and the DAILY RECORD 
on his schedule. 


Sunday Mail - Daily Record 


* And for concentrated coverage—the Greater Glasgow Area — the Giasgow Evening News. 


Continued on page 14 
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* RESEARCH TEAM IN SCOTLAND-—continued 
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High levels of industrial production 


rates have risen consider- 
ably in post-war years. 

Because the metal industries in 
Scotland are heavier than in 
England and Wales, compara- 
tively few women are employed 
in them. On the other hand, 
Scotland has a larger proportion 
of women in commercial and 
clerical occupations, Although 
the number of women in civil 
employment had substantially in- 
creased at June, 1953, by com- 
parison with 1948, there still 
pe to be some under-em- 
ployment of women in Scotland. 


” * * 


ET us now take a look at 
the recent progress made by 

Scottish industry. The index of 
industrial production showed that 
production in 1953, as compared 
with 1948, had risen by 18 per 
cent, probably reaching a figure 
never before attained. 
advances made by the civil engi- 
neering and building industry 
were responsible for about half 
the increase in 1953. In manu- 
facturing industry textiles, build- 
ing materials, clothing and 
vehicles registered the greatest 
rises in production. 

In coal mining excellent pro- 
gress was made with the pro- 
gramme of capital investment, 
although, because of extended 
holidays, the output of coal was 
less than in the previous year. 
The development of the aero- 
engine manufacturing industry 
has been a notable feature: last 
ear Rolls-Royce employed about 
,000 workers at Hillington and 
the factory extension at 
Kilbride, completed by Scottish 
Industrial Estates, has meant the 
employment of about 3,000 more. 
The supply of raw materials for 
steel making continued to 
improve, with a resultant inc 
in output of crude steel. 
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numbers of values of footwear 
sales per week for large retailers. 


There was a slight increase in 
the tonnage of new merchant 
ships completed in Scottish yards, 
but contracts for new tonnage 
have been fewer. 

By September of last year pro- 
duction of textiles was higher 
than at any time since the war. 
In the jute trade a new circular 
loom factory, with a capacity of 
44 million bags a year, has been 
erected at Dundee. 

The North of Scotland Hydro- 
Electric Board has under con- 
struction new schemes which will 
increase capacity still further. By 
last November the number of 
workers employed had risen by 
over 1,300. 

Last year showed a consider- 
able increase in the number of 
schemes for industrial develo 
ment, and by the end of 1953, 137 
new factories and extensions were 
under construction. Overall, 
industrial projects established in 
Scotland since the war were, it is 
estimated, employing somr’e 
114,000 workers at the close of 
the year. 

The total value of agricultural 
output for last year is estimated 
to be in the order of £148 
millions, representing an appreci- 
able increase over each of the two 
preceding years. Geographjcally, 
the pattern of this industry sug- 
gests that dairy farms pre- 
dominate in South West and 
Central Scotland: stock rearing 
in North East and South East 
Scotland, and hill sheep farms in 
the upland areas of the North, 
West and South. On the islands 
stock rearing is on a level with 
sheep farming. 

What of the Highlands, that 
area generally defined as bein 
north of a line between the Mul 
of Kintyre and Stonehaven, which 
contains by far the greater part of 
Scotland and roughly one-fifth of 
Great Britain ? 

Movements are afoot to 
develop this sparsely pulated 
region of great potentialities with 
projects such as the use of graz- 
ing lands for ranching, forestry 
schemes to increase the produc- 
tion of home-grown softwoods, 
the improvement of fisheries and 
the exploitation of its mineral 
wealth. 


* * * 


N a review of this length it 

is not possible to do more than 
touch on the recent developments 
in the Scottish export trade. 
Mention must be made, however, 
of the superb story of the little 
town of Hawick in Teviotdale. 
From this home of high quality 
cashmere and knitting at pro- 
ducts valued at £3,644,141 were 
sent abroad last year, an increase 
of over 17 per cent on the pre- 
vious year. It is interesting to 
note that Christian Dior is to 
create exclusive cashmere designs 
for the North American market. 
From cashmere to whisky; and 
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This table shows 
real income (in 
1938 prices) per 
head of popula- 
tion in Scotland 
and the United 
Kingdom, 1924 - 
1948. 


let us note with mixed feelings 
that the United States now im- 
ports four times as much Scotch 
whisky as before the war. 

Other pointers to increasing 

rosperity and the importance of 

ottish exports: a Glasgow firm 
has recently secured a six mil- 
lion dollar contract for air-condi- 
tioning plant in the United States. 
The value of one Dundee firm's 
exports (mechanical and electrical 
counting devices) to the U.S. and 
Canada alone was more than 
double in 1953 that of the pre- 
ceding year. 


* * * 


ECAUSE of the need for 

new industrial development 
and because their main function 
is to facilitate trade, drawing in 
money from a variety of sources 
and lending it out where it is 
most needed, no review of Scot- 
tish economy would be complete 
without reference to the strength 
of its banking system. In 1953 
the general credit trend in Scot- 
land was similar to that shown 
by the monthly returns of the 
London clearing banks. Deposits 
expanded by comparison with the 
previous year, rising by £20 mil- 
lions compared with £13 millions 
in 1952. 

The story of stable progress is 
true also of Scottish assurance, 
ordinary new business in some 
cases establishing new records 
and substantial increases in total 
funds being registered over those 
of the preceding year. 


* * * 


HEN attention is turned to 

the media facilities avail- 
able in Scotland, it will be 
quickly recognised that a news- 
paper system largely independent 
of the English system exists. 

Glasgow, Edinburgh, Dundee 
and Aberdeen are all important 
publishing centres. Glasgow is a 
principal centre for the publica- 
tion of newspapers in Great 
Britain. 

The quality of Scottish 
journalism is high, and Scotland 
has pioneered many technical 
advances in newspaper produc- 
tion. There are certain Scottish 


publications which have Scottish 
national distribution. They include 
a Sunday newspaper, published 
in Glasgow, with 2,779,000 adult 
readers; another with 1,319,000, 
according to the IIPA National 
Readership Survey, recently pub- 
lished. 

A morning paper, also bp 
lished in Glasgow, has 853,000 
adult readers. 

Certain weeklies and monthlies 
also have national coverage in 
Scotland. 

Glasgow produces three o 
mornings, three evenings and the 
two Sundays. Edinburgh is the 
publishing centre of a famous 
morning and two evening papers. 
Mornings are also published in 
Aberdeen and Dundee, and even- 
ings in Aberdeen, Dundee, 
Greenock and Paisley. A selec- 
tion of these at least are indis- 
pensable for thorough Scottish 
coverage. 

There are 150 weekly news- 
papers in Scotland, centred on 
the following main areas :— 


Area at 1951 of 


Counties :-— | 
Central .» |3,689,000 82 
North-eastern ... 865,000 
Highland ... .. | 286,000 21 
South-western ... 148,000 9 


Since the war many improve- 
ments have been made to Scottish 
hoardings, and the facilities avail- 
able afford excellent opportunities 
for the advertiser. In Glasgow 
poster coverage would embody 
some 350 16-sheet posters for a 
heavy campaign to about half 
that number for a light campaign. 

Nor should the opportunities 
provided by cinema advertising 
be neglected, for the Scots are a 
great cinema-going public. 

Radio Luxembourg as a 
medium also has particular in- 
terest for advertisers in Scotland. 
According to the most recent 
listening survey, the percentage 
of adults listening to this station 
at some time during the evening 
is 31.2 higher than any other 
region. 
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Lrackguund lo History, 


Since 1873, the passing years have witnessed the 
growth and ever-increasing influence of the Edinburgh 
Evening News. The prestige of a great newspaper is 
neither built upon the mere thunder of its editorials, nor 
by the humour of its gossip. Rather it is by a dignified, 
solid and reliable presentation of news, particularly local 
news, together with a complete understanding of the 
natural reactions of its readers. 


The prestige of the Edinburgh Evening News is evi- 
denced by the fact that its increasing and concentrated 


circulation is the largest of any newspaper published 
within a 30-mile radius of Edinburgh. 


The latest Audit Bureau of Circulations net sales 


figure for January-June, 1954, showing a further increase 
of several thousands, is 150,105, 
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in the Scottish market 


OOKING round at the 
chromium and plastic 
furnishings in the offices of 
the Glasgow advertising 
agency, the client felt sure the 
job he was bringing them was 
just the kind of thing they'd 
like to tackle, His family firm 
had for generations been sel- 
ling boots and shoes through 
the mail, and he, the new 
generation taking over, wanted 
the agency to re-design on the 
most modern lines the cata- 
logue sent out twice a year to 
the Highlands and Islands. 
“Like this,” he explained, 
bringing out the glossy produc- 
tion of a London house. 
The advertising agent shook his 
pron) Pot wouldn't do that to 
he said, dropping the 
pantie into the waste paper 
basket. “That's a very good cata- 
logue—for the people it's aimed 
at, But smarten your own up too 
much, and you'll destroy the 
trust of your customers, It 


COPY 
TIPS 


Remember that... 


The Scots don't like the 
word “Scotch” 


could be improved. Let's tidy it 
up and make it small enough to 
go into a man's pocket, but you'd 
be foolish to change _ its 
character...” 


In The Complaynt of Scotland 
a Sixteenth tury writer ex- 
pressed the moral of this true 
story. “There is nochit,” he 
wrote, “tua nations undir the 
firmament that ar main contrar 
and different... nor is Inglis- 
men and Scottismen.” 


Bating some exaggeration, it is 
a dictum still true 1, to be 
worth .pondering by those who 
want to sell among Scotland's five 
million population. 


Patriotism 


“The worst advertisement 
appearing in the Scottish press,” 
an agent told me, “is the one that 
has the slogan ‘England's finest 
typewriter’.” Scotsmen are well 
aware that a high proportion of 
the goods they buy are made in 
England, but there’s no need to 
rub it in, and it’s certainly no 
selling point. 


Worse still is the use of 
“England” to mean “ Britain.” 
Reference to “that great English- 
man—Dr. Livingstone” in the 
broadcast debate of the Cam- 
bridge Union in May brought 
from Edinburgh to the Radio 
Times a letter concluding: “No 
wonder the Scot is always grous- 
ing these days—it is insults like 
these that put his back up!” 

To many in the South this may 
sound like the voice of a cranky 
minority. But consider those 
shrewd and successful men respon- 
sible for the running of the Daily 
Express and the Daily Mail. It 
is the Scottish Daily Express with 
a chained Scottish lion instead of 
a Crusader, that is printed in 
Glasgow, and the Scottish Daily 


. Mail in Edinburgh. You see 


Scottish Movietone News north 
of the Border. 

Scottish patriotism spreads 
through all classes and is sensi- 
tive to turns and phrase that 
appear to relegate their country 
to the subordinate position of a 
mere “Scotlandshire.” And this 
is a feeling that can’t be met by 
the dressing of an advertisement 
in tartan and Burns quotations. 


Scotiand’s legal system, Estab- 
lished Church and educational 
system all differ from England's. 
Because of them (or is it the other 
way round ? which came first, the 


: Hard facts count when advertising 


By RUSHWORTH FOGG 


hen or the egg?) the Scot’s way 
of thinking, and his mental back- 
ground, differ. 


The vast majority of Scots in 
all classes were educated in a free 
day school on lines that produce 
a passion for hard facts, for 
logical argument, and a critical, 
sceptical outlook, 


It’s an education that makes the 
world’s best accountants, en- 
gineers, and sub-editors. If it 
also makes many Scots, to the 
English way of thinking, most 
tedious conversationalists, much 
English conversation appears to 
the Scots to be idle chitter-chatter 
that never gets to grips with a 
subject. 

And much English advertising, 
too. Hard facts count for more 
than they do south of the Tweed. 
One of the hard facts the Scots- 
man and Scotswoman looks for 
in an advertisement is the price. 

It's hard for the visiting Eng- 
lishman who has been ex 
to Scottish hospitality, which 
appears quite regardless of the 
appalling price of whisky, not 
to discount the old ideas of Scot- 
tish thrift. But look at the 
National Savings statistics, and 
you'll see that this is a depart- 
ment in which Scotland is still on 
top. 

“The difference between six- 
pence and fivepence for a razor- 
blade means more here than it 
does in England,” one of the most 


successful Glasgow advertising 
agents told me. 

“I was taking over an account 
for a certain commodity, and 
looking over proofs of the adver- 
tisements that had appeared in 
England. ‘For Scotland,’ I 
pointed out, ‘ you'll have to have 
the price down from 5s. 9d. to 
5s. 7d.—that’s the other people's 
price for the same thing.’ * What? 
Go to the trouble of chipping the 
stereos for that? Who cares 
about twopence in 5s. 9d.?° said 
the Englishman. ‘Your customers 
in Scotland,’ said I, and I chipped 
the stereos myself and charged it 
up to them.” 

And then there’s the language 
difficulty. The slogan “Did you 
Maclean your teeth to-day?” fell 
flat in Scotland. They pronounce 
the name “McLane.” 


Actually more space is devoted 
to humour, to salty, local 
humour, in Scottish than in Eng- 
lish newspapers. 

Some of that advertising may 
appear to the sophisticated Lon- 
doner somewhat old-fashioned 
and corny. Probably that would 
be the verdict on the advertising 
of Barr's Irn-Bru, a soft drink 
popular with Caledonian youth 
and many of their elders. It fea- 
tures a small black boy named 
Ba-Bru and his kilted companion 
Sandy. But it pulls. 

That is the case with a good 
deal of other Scottish advertising 
that hardly registers with the 
English. 


ADT EET ERES OF BA “BRU 


Quite a lot of 
Sassenach humour 
in advertisements 
leaves ihe Scot 
cold. This is not 
because the Scots 
take a long time to 
see a jcke—it is 
because their jokes 
are different. This 
advertisement for a 
soft drink pulls in 
Scotland, although 
it may appear 
somewhat old- 


fashioned to a 
Londoner. 
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ROYAL BANK OF SCOTLAND 


INCORPORATED BY ROYAL CHARTER 1727 


HEAD OFFICE: ST. ANDREW SQUARE, EDINBURGH 
BRANCHES THROUGHOUT SCOTLAND AND IN LONDON 


Every description of British, Colonial and Foreign 
Banking Business is transacted, and our network 
of Correspondents throughout the world 
enables us to provide our Clientele with 


‘ a complete service in this connection 


Oe TOTAL ASSETS oie ias 


Burlington Gardens, W.! GLYN, MILLS &£ CO 


parton £170,581 ,433 witiana beac ons 


BANK LTD. 


COMPLETE BANKING FACILITIES 


LANARKSHIRE 


The County which houses confidence 


more than one quarter of 
Scotiand’s population. ... the cornerstone 


: of advertisin 
The Fawilton Advertiser Pe -pepumcicrng, 


ee Coan & Confidence between client 
is the Newspaper which covers this important 
territory more effectively than any other. Confidence that a good product 
1953 Certified A.B.C. Net Sales 45,232. properly advertised will have 
increased sales... . 
We can, with confidence, place 
the knowledge and experience 
acquired over the past thirty 
years at your disposal. 


Sinpe ou é Gemmell 


Phone : City 5907. Grams: Adpostor, Estrand, London. pees | SERVICE 


SCETLARGTT LSE PRIN NGA RORY waspspapi 108 RENFIELD STREET, GLASGOW (.2 


TEL: DOUGLAS 3736/3737 


a 
Trade Display Advertisements 15/- per single column inch. 
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How publicity was arranged for 


Auoust 26, 1954 


the Scottish Industries Exhibition 


© CONDUCT a world- 
wide publicity campaign 
for a big trade fair with no 
allocation for paid advertising 
requires the fullest application 
of public relations in all its 
forms, and the Scottish Indus- 
tries Exhibition is an example 
of what can be achieved in this 
way, when two important fac- 
tors — goodwill towards the 
organisation and enthusiasm 
within it—are present. 
The publicity for the 
Scottish Industries Exhibition 
was initiated by a publicity com- 
mittee under the vigorous chair- 
manship of Sir Alexander B. 
King, the Scottish cinema owner, 
and a publicity department was 
created when the organisation 
Was set up. 


CONCENTRATION ABROAD 


The broad plan of the cam- 
paign, which was to be run for 
the 12 months preceding the 
opening of the Exhibition, was to 
concentrate first on overseas pub- 
licity reaching its climax in the 
early summer and to build home 
publicity up during this year to 
reach its height in August. 

The Scottish Industries Exhi- 
bition, is not Government subsi- 
dised ; the Exhibition must pay 
for itself, and for that reason, the 
ublicity budget was limited. 

ith that in mind, I should say 
without hesitation that the 
greatest single factor in our cam- 
paign has been the goodwill 
which we enjoy. 

The basic structure of the pub- 
licity organisation consists of the 
central department in the Exhi- 
bition administration, with the 
Scottish Information Offices in 
London and Edinburgh distribut- 
ing Overseas press material, the 
Scottish Council maintaining an 
important liaison particularly in 
London, but also throughout 
North America, and the Scottish 
Tourist Board concentrating on 
distributing publicity material 
through normal tourist channels, 
the working heads of all these 
organisations being represented 
on the publicity committee, 

To take first the visual aspect 
of the campaign. We have used 
throughout our publicity two 
important symbols, both of them 
easily identifiable by people over- 
seas. One of these is the Exhibi- 
tion's own symbol, the lion ram- 
pant on a cogwheel, useful for 
two reasons, firstly its obvious 
associations and secondly, be- 
cause of the wide use of the lion 
in the past-—it is used by the 
Scottish Council and it has been 


1954 


By I. S. TURNBULL, Press and Public 
Relations Officer for the Exhibition 


a by several exhibitions 
including the Empire Exhibition 
of 1938. 

The other symbol is tartan, 
immediately identified with Scot- 
land in any part of the world, 
and throughout our campaign, 
tartan has been widely used, as 
indeed it will be used at the 
actual Exhibition. The idea of 
this tartan theme was largely due 
to the inspiration of C. A. Oakley, 
vice-chairman of the publicity 
committee. 

The initial publicity was 
achieved by press conferences 
announcing preliminary plans for 
the Exhibition, and this was 
closely followed by the produc- 
tion of the first brochure, de- 
signed in three editions, Home, 
American, and European and 
Commonwealth, and many thou- 
sands of an attractive double- 
crown Wallace tartan poster. 

While these were being pre- 

red, Lord Bilsland, R. A. 

aclean, and Dr. C. Macrae, 
secretary of the Scottish Council, 
embarked on a tour of Canada 
and the United States, during 
which they appeared on tele- 
vision, broadcast, held press con- 
ferences, contacted many business 
firms and newspapers throughout 
the two countries, and discussed 
with the Canadian and American 
committees of the Scottish Coun- 
cil, the part they would play in 
publicising the Exhibition. This 
trip was extremely valuable, not 
only because it produced a great 


A view of the island of Skye. 
been effectively used in the publicity material aimed at promoting the 
Exhibition. 


deal of publicity, but also because 
it enabled the members of the 
delegation to assess the reaction 
of business men in these coun- 
tries. 

Shortly after this, contact was 
made with British Embassies, 
Consulates, and Chambers of 
Commerce throughout the world. 
Most of them proved not only 
willing, but enthusiastic to help 
the Exhibition in every way pos- 
sible. 

This formed the basis for the 
distribution of publicity material, 
and while our posters were mak- 
ing their first appearance, the 
brochures were being distributed 
in large numbers through the 
Embassies, through overseas 
business firms with a Scottish 
connection, through travel agents 
and by direct mail. 

At home there was already a 
lively interest, particularly by the 
Scottish press and the BBC. 

Having publicised the fact that 
the Exhibition was about to take 
place, our next requirement was 
to keep interest alive throughout 
the remaining time, and a 
monthly newsletter was launched 
in January of this year. This has 
now achieved a circulation of 
7,000 among the press and busi- 
ness houses all over the world. 

During the early part of this 
year, posters made their appear- 
ance, firstly, for prestige reasons, 
in all the Scottish Banks, and 
then in insurance and similar 
offices and exhibitor’s offices and 


Attractive views of Scotland have 


shops, but this was only the pre- 
liminary to the real poster cam- 
paign. 

The next visual material we 
produced was a tartan correspon- 
dence sticker bearing the words: 
“Visit the Exhibition” or “See 
our stand at the Exhibition.” Of 
course, the order for these from 
exhibitors was considerable, but 
the most gratifying response was 
that which we received from non- 
exhibiting firms. 

At the same time we produced 
blocks of the lion symbol, and 
asked firms to overprint their 
envelopes and stationery (at a 
later stage we persuaded exhibi- 
tors and other firms to include 
them in suitable items of their 
advertising). 

By this time we had established 
a weekly press conference at the 
offices in Glasgow, making 
arrangements for simultaneous 
release of important items at 
home and overseas. Apart from 
actual press conferences, every 
opportunity was taken to intro- 
duce stories to the press by means 
of general releases, and by con- 
stant contact with gossip writers, 
diary editors, and feature 
editors. 


INTENSIFIED CAMPAIGN 


In July the general home poster 
campaign was intensified and, 
working largely by personal 
contact, we secured the co- 
operation of chain-stores, co- 
operative societies, hotels, and 
shops and offices of almost every 
kind. 

Most of the cinemas in Scot- 
land have received posters and 
slides which they have shown. 
There has also been a window 
display campaign, and one firm 
of food manufacturers are 
incorporating tartan Exhibition 
showcards in 700 solus dis- 
plays in the Glasgow area. 
This rticular instance is an 
example of the _ enterprising 
exhibitor linking up on his own 
initiative with the publicity 
organisation. Multi - lingual 
brochures have been sent to over 
20 countries. 


Extensive results are being 
obtained also from the tartan 
campai~n. A_ brochure about 


tartan with a quarter of its space 
devoted to the Exhibition, 
sponsored by five Scottish tartan 
firms, has been produced by the 
Scottish Tourist Board, and sent 
to over 5,000 Caledonian, St. 
Andrews, and other Scottish 
Societies abroad with a letter 
from Lord Bilsland asking every- 
one Scottish, to wear something 
tartan during the Exhibition. 
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‘< ae 
Electricity. 
the power 


for production — 


ae %, 


Our economic life 


of production. 


and improving their output. 


One worker aided by one kilowatt of electricity 
depends upon ©@M increase his working capability TENFOLD 
greater productivity—and the most effective tool to 
achieve this is electricity. It is essential, then, that 
management should frequently assess if electrical power 
is being used to the greatest extent possible in all aspects 
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The South West Scotland 
Electricity Board 


The advice and help of the Board's commercial engineers Headquarters: 206, St. Vincent Street, Glasgow 
are always available to any firm interested in increasing 


Telephone; Central 3892 


YEARS OF SERVICE 


Our skilled craftsmen, using modern 
scientific methods, design, photo- 
graph and engrave 

@ BOOKLETS 

@ SHOWCARDS 

@ CATALOGUES 

@ PRESS ADVERTISEMENTS 


TO ADVERTISERS, THEIR AGENTS & PRINTERS 


SCOTTISH STUDIOS 


AND ENGRAVERS LTD 


DUBRIEN HOUSE 196 CLYDE ST. GLASGOW CI 


PHONE 

CIT 696! 

3 LINES 

"GRAMS 
OUBRIEN 
GLASGOW 


PAISLEY 


IS THE MOST PROSPEROUS TOWN IN SCOTLAND’ 


* 


You can obtain a direct introduction 
to this wealthy market through the 
columns of the. . . . e -« 


Jlaisley 
Daily Express 


Write or ‘phone our London Office for fullest details: 


143 FLEET STREET 


Central 6692 (2 lines) 
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Comment on Media 


Continued from Page 7 


- Tew 
rs 


Your message arrives 
with the Postie’s knock 


They're t the gots 

awaited mn. ME, in the Britis ae iis PRESS & 
Isles | Every morning in OURNAL 

the prosperous North Pg orth Scotland is such a 
Scotland, Postmen are ro.table market. Both the 
livering "THE PRESS AND fadustrial and farming com- 


JOURNAL in the mornin munities are enjoying un- 
t prs quarter of TH Gsecenees prosperity. 
RESS AND JOURNAL’s ou will again make big sales 

readers are postal subscribers. to the evening readers. The 


Housewives oqpoctaity look paper they read is the 
ENING EXPRESS. It is 


forward to the Postie’s knock. 
They scan the advertisement the only evening paper within 
60 miles of Aberdeen. And for 


oe Th of THE PRESS & 
the week-end sho; per, there 


is the WEEKLY OURNAL. 
Add both these popular papers 


RNAL for news of the 
we good thi to buy. All 
the products that make life 
easier for her Southern sisters to your schedule, too. 
~~ these are the things that the You cover the North of 
North Scottish ife Scotland market when you 
secks. sure she reads ' 


THE PRESS AND JOURNAL 
EVENING EXPRESS 
WEEKLY JOURNAL 
Published in ABERDEEN 


Richest Market gets news by Post 


Biggest advertising news put out 


The Press & Journal is probably 
by the Aberdeen Press & Journal 


the only advertising medium of 
is its 23°, postal circulation in | any kind. And as Kemsley’s point 
the prosperous North of Scot- | out, the North Scottish house- 
land. This represents a total of | wife meed be no less brand 
nearly 16,000 postal subscribers. | conscious than her English 
Obviously, such a strong postal | counterpart. 

subscription must influence many | Advertisers are assured of good 
mail order advertisers in this | coverage of this very rich market 
paper’s favour. But it is also of | if they use the media available. 
extreme importance to manu- | Morning, evening and week-end 
facturers advertising consumer | readers are well covered by the 
goods. Among these postal readers | Kemsley trio: 


THE PRESS AND JOURNAL circulation 67,962 
EVENING EXPRESS circulation 79,410 
WEEKLY JOURNAL circulation 14,096 


14 


in 


HEN you step into your 
car for a 40-mile run, 
would you regard it as a 
hazardous journey and first 
make out your will? Yet it was 
done in the year 1678. At that 
time an attempt was made to 
run a coach between Edinburgh 
and Glasgow, and the good 
people regarded the journey as 
such a serious adventure as to 
take this precaution before 
departure. The venture was 
not a success, and the enter- 
prise was soon abandoned. 
According to reliable records it 
was in 1610 that the first stage 
coach service was introduced to 
Edinburgh by Royal Patent, 
granted to Henri Anderson to ply 
a coach between Edinburgh and 
Leith at 2d. per passenger. A 
more ambitious journey was 
started in 1660 between Edin- 
burgh and London “regularly” 


| every three or four weeks. No 


records are available of any 
advertisements on these coaches. 


REGULAR STAGE COACH 


In 1772 the Magistrates of 
Edinburgh granted sole rights to 
a company to operate a stage ser- 
vice between Edinburgh and the 
Port of Leith. This service 
appears to have been the only 
regular stage coach service opera- 
ting in Scotland at that time. The 
coaches were quite distinct in 
type and conception from the 
public omnibus of the 1850's from 
which has developed the local 
transport of to-day. Still, there 
are no records of any form of 
advertisements being used on 
these vehicles. 

In the early 1870's the need to 
cater for a large number of pas- 
sengers wishing to travel for short 
distances in cities became appar- 
ent, and the steam omnibus was 
introduced. These vehicles had 
accommodation for 50 passengers. 
They were unreliable, dirty and 
had a short life. At this point 
the horse was introduced. In 
August, 1870, an Act was passed 
“to facilitate the construction and 
to regulate the workings to tram- 
ways.” Nothing in this Act per- 
mitted any local authority to 
place or run carriages, although 
the local authority was em- 
powered to lease any lines con- 
structed by them to any person 
or company. Provision, however, 
was included whereby local 
authorities were permitted to 
acquire tramways compulsorily 
after a fixed period. 

It is believed, according to the 
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Transport ads 


Scotland 


By L. McCAIG COWAN 


Chairman and 
Cowan Ad- Ltd. 


director, 


photographic records, that adver- 
tisements first appeared on Edin- 
burgh trams about 1890. Pictures 
show Fry's Cocoa, Andrew's 
Liver Salts, Bird’s Custard, 
Smith's Pen and Pencil Cigarettes, 
Cadbury's Cocoa and Nestlé’s 
Milk featuring on advertisement 
sections. 

About this time the fleet was 
37 tramway cars powered by 
300 horses. The route was about 
18 miles. In 1893 the rolling 
stock was increased to 90 trams 
and a few buses—the buses being 
used for country districts. A 
photograph taken in 1894 shows 
a vehicle with an advertisement 
of a “Fancy Fair” on the window. 
The driver is still alive. 

The last horse tram in Edin- 
burgh disappeared about 1907. 
There were outside advertise- 
ments appearing then of Bovril 
and Neave’s Food. 

The first tram operated ky 
cable system and replacing the 
old horse tramways started in 
October, 1899. The Edinburgh 
Cable Tramway System was con- 
sidered to be one of the largest 
in the world, the total length of 
track being 36 miles. The Edin- 
burgh Northern Tramway Com- 
pany ceased to operate public 
transport in Edinburgh in June, 
1919, and the Edinburgh Cor- 
poration took over control. 

One of the first things the cor- 
poration did was to remove out- 
side advertising from all their 
vehicles but, - & a lapse of 30 
years, the policy was changed. 
For the first time two outside ad- 
vertisements, one on either side 
of their buses and trams, were 
permitted. 

The first item to appear was 
for Weston’s Biscuits. Prior to 


the appearance of the first adver- 

tisements the citizens of the 

capital had some misgivings con- 
@ Continued on page 16 


The first transport advertisement 
ever to appear in Edinburgh. 
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Sheffield Edinburgh Dundee 


CORPORATION | CORPORATION | CORPORATION 


NOW ALLOWING REAR SITES ONLY CITY IN 
OUTSIDE BUS AND FIRST TIME SCOTLAND TO 
TRAM ADS FOR THE ON NEW BUS FLEET PERMIT ADS ON 


FIRST TIME | FROM TODAY | TRAM FRONTS 


See 


REGISTERED OFFICE 
175 St. Vincent Street, GLASGOW, C.2 
“aa $757 (4 ti coat 
DON OF 
108-110 Victoria | Street, LONDON, s.w.! 
Victoria 3411 (4 lines) 


L. McCaig Cowan, Managing Director 


It’s a matter of general knowledge 
that 


GENERAL 


Poster Sites 
are the backbone of 


Effective Advertising | 


DESK CALENDARS 


in DESK BLOTTERS 
MEMO PADS 
SCOTLAND SHOWTABLETS 

& DISPLAYS 
IN “ PERSPEX ” : 
| MADE IN SCOTLAND [i 
| * * - i 

— >. PROPELLING PENCILS 

pe na as Benes > rs ASH TRAYS 


: A, ‘Wah: ‘ 
Send tor ilustrated List to 


The GENERAL Comeany cimrres 
23a ST. JAMES SQUARE 


136 INGTON STREET - 
rea G oe 
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e TRANSPORT ADVERTISING — continued 


| gone 


ah Ep ae OF 


All trams in Edinburgh are being replaced by buses. 
cerning their perfectly kept fleet are replacing all trams with 
of maroon vehicles which went double deck buses. As new buses 
along Princes Street. The capital arrive advertisements on trams 
authorities do not permit adver- are taken off and repainted on 
tisements of any sort on this dig- these new buses. With the arrival 
nified street. of the new double deckers Edin- 
After the first few advertise- burgh have decided to allow 
ments had appeared the reaction one upper rear advertisement in 
was awaited. None came. addition to the two side panels. 
This takes us to the present. They will also permit two interior 
The Edinburgh corporation advertisements. 


Beautifying the district | 


Above : A poster site organised by David Allen Sons Lid., has greatly 
improved this site in Glasgow. Below : The enirance to Dyce Airport. 
The site has been organised by the General Billposting Co., Ltd. 


ADVERTISING 
Koyistored Practitioners in Advertising 
79 WEST REGENT STREET | 


GLASGOW © 
Telephone Douglas 5437 


7 


DIRECTORS: ELLIS D. LLOYD, A./.P.A. 


» W. B. HADDOW ~ CECIL E. KEE! 


; ; a —_—_ Cn — - , 
| ny 
e — 
Z hee a 
ne 
or re 
oe - 
te , og | sy . 2 ' 
4 : aed us P ry See rs 2 
| Vk Bi Raa... 
=i) é ans 7 ‘ ; ’ > . 
i 4 —. ae bias ad 0 es iia 
io m Cz ee > oe Pig os . eo att : — 
: ~~ | _ ax pai & ‘ee ee a 
% ie) ae J a Dn oP ee ee ee s 
Ng ’ a ° | a Ss 4° r 
| be eee ———————=—= SS 
‘ ba" > d ” 
: ; i oe | 
.. Lge a cg 
oa | ‘ " 
¥ DIRECT MAIL \ is 
e te - | 
"i . A> 
‘ F : rd wi) . og 
‘ 4 . ee f snenaseemeesiciatinaddeaaineeamereiasmneemeiemineiee, 
* Veal 
a PACKAGING \. £ S A | # 
5 ‘ \ ae ae ee r 
a . - | f% elias a 
- 2 D a; : ’ 4 ir i* iy . beet 
a ‘4 7 fi ’ re = 
“a - mn Ce Yipee ee 
"a . = \} : 2a 
t . , ‘ | a : sies, i . 
i = hi Saas ee re 
_— —- 89 ; mn, —- Pe) 
wg e a 4 tg Ve 4 ls - ; 4 ; "i 
§ . 1a i ne 
‘ ; | 5 Pepe alls —— 
ney b ' > = a ‘ 
: J | +1 Pes Ts. fg, 
' iy  - , ’ cc (e 
Te m 7, ack 
: | | Wi Bocas? Ae 
" : a. ene oe ack 
ye esi es _— 
=o _. ; 
Se * #4 eee f PE ag ye 
e.. 
fe ee 
* 1 
un . a ; —_ 
ae ~ ar eZ od 
ee ee eS me 
i —— _ ; ie Sas Ce , 
ri wa 5 oa “si. “7 - : _“ 4 
x = + eae £5 
ee Ss ee a ~ AA * Sk. » 
ye ‘ Se. ahs, DA 
% a le 2 
é 
ie 
Nid 
th kat r 
i ata ae pm = j i ob.) ne A: i a a oe a eo 


Aucustr 26, 1954 17 Scottish Supplement—ADVERTISER'S WEEKLY 


Fr Siow san eam 
flyBEA *™ beanie 


TO SCOTLAND 


Lowlands, Highlands, Islands — BEA 

brings all parts of Scotland within easy reach. 
There are services (including the Clansman 
— the 300 m.p.h. Viscount first class service) 
from London, Manchester and Birmingham 
to Edinburgh or Glasgow. From there a network 
of services radiates to Campbeltown, Islay, 
Tiree, Barra, Benbecula, Stornoway, 
Aberdeen, Wick, Inverness, Orkney and 
Shetland. All these places are within only 
24-34 hours from Glasgow. 


Full details and reservations from Principal Travel 
Agents, local BEA offices or BEA, 14-20 Dorland Hall, 
Regent Street, London, $.W.1. (Telephone: GERrard 9833). 


we feel justified in saying that the 
thistle now has a bristle and we 


can offer an unequalled adver- 


tising service North of the Border 


(not to mention the South). We 
would like to have a few more 


clients (what agency wouldn’t?), 


but can accept only those whose 


interests do not clash with Pro- 


ducts we are already handling. 


SOMMERVILLE & MILNE 


2 LIMITED 

CA 216 BOTHWELL ST., GLASGOW, C.2. 
Telephone: Central 7581 
Incorporated Practitioners in Advertising 


BRITISH EUROPEAN AIRWAYS 
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The 
largest-staffed 
advertising 
organisation 

in 

Scotland 


Full agency service offered to cover 
national campaigns. 

Press advertising .. . posters... 
print planning... screen advertis- 
ing ... direct mail . . . radio and 
T.V. foundation . . . public relations 
. +» point-of-sale, 


REX 
PUBLICITY 


87 WEST REGENT STREET, GLASGOW 
45 QUEEN STREET, EDINBURGH 


and at 


LONDON, MANCHESTER, 
NOTTINGHAM, BIRMINGHAM. 


* 


‘INSIDE REX PUBLICITY’ 


* Inside Rex Publicity ° is the title of a very interesting 
brochure explaining our function and activities. A 
copy will be mailed on request, 


REX. PUBLICITY SERVICE LIMITED 
Registered Practitioners in Advertising 


How to sell electricity 


to the farmer 


By BASIL R. VICKERS of the 
S. W. Scotland Electricity Board 


INCE THEIR inception in 
1948, the Electricity Boards 
have vigorously pursued a policy 
of extending the supply an 
tricity throughout the countryside 
and, despite shortages and 
restrictions, substantial progress 
has been achieved. The South 
West Scotland Electricity Board, 
whose area of supply covers the 
large agricultural region of 
south-west Scotland, are - 
ticularly well ahead with heir 
rural development programme 
and will, in fact, complete it by 
1957—six years ahead of the 
national! target date of 1963. 

It is, however, dishearteningly 
true that it is becoming more and 
more difficult to keep rural de- 
velopment on an economic foot- 
ing—largely because farmers, 
after calling imperatively for 
electricity supply, make com- 
paratively little use of it once 
they get it. Farm. connection 
charges and tariffs in south-west 
Scotland are among the lowest 
in Britain, yet a recent survey 
showed that in the five largest 
agricultural counties in the area, 
20 per cent of the farms con- 
nected consumed less than 2,500 
units per annum. This figure 
barely equals the average annual 
consumption of an ordinary 
four-apartment suburban house, 
to which supply can be given at 
a fraction of the cost of supply- 
ing a farm. 


This problem of _ getting 
farmers to use more electricity 
is one that is being resolutely 
tackled by the boards and an 
examination of publicity budgets 
shows that a large percentage of 
appropriations is being spent on 
agricultural publicity. 


A general view of § 
the front of the ~ 
stand arranged by 
the South West 
Scotland Electricity 
Board at the Royal 
Highland Show, At 
such events every 
effort is made by 
the Board's staff to 
help the farmer to 

t the 


electrical installa- % 
tion. ; 


ee EEC ce ot, Pam 
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It is at agricultural shows that 
the board's staff are best able to 
meet farmers on their own 
ground and discuss mutual 
problems under the most con- 
genial conditions, and at all 
major shows—and many of the 
minor ones too—the electricity 
stand is a regular feature. 

Here, as well as showing all 
the latest  electro-agricultural 
equipment, the boards make 
every endeavour to help the 
farmer get the utmost Penefit 
from his electrical installation. It 
is surprising how few farmers 
appreciate the astonishingly high 
monetary value of electricity, an 
apt illustration of which is con- 
tained in this example of com- 
parative costs. 

At present day agriculturai 
wages, it costs about 25s. for a 
man to perform one horse- 
power/hour of work, whereas, 
using electrical power the cost is 
as little as 14d., or even less. In 
fact, the whole of the facilities 
provided by the supply at a com- 
pletely electrified farm can be- 
obtained at an annual cost which 
is often less than one-quarter of 
the wages of an agricultural 
worker for a year. 

A first-rate agricultural advi- 
sory service is maintained with 
specially trained staff available in 
all districts. This staff is kept 
abreast of all the latest develop- 
ments by information from the 
Electrical Research Association, 
at whose agricultural experimen- 
tal station much _ valuable 


research is carried out. One of 
the most important recent de- 
velopments arising from this re- 
search has been the introduction 


@ Continued on page 20 
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Direct Shipments 
to and from 


PORT OF GLASGOW 


On the River Clyde, 


serve at attractive. charges 


INDUSTRIAL SCOTLAND 


and adjoining territory 


* 


_ COMMERCIAL 
TECHNICAL 
COLOUR 


FASHION etc. 


32/4 YORK ST., 
GLASGOW C.2. 
TELEPHONE: CENT. 9040 


BRANCH OF 
JOHN SWAIN & SON, LTD., 
332 ARGYLE ST., 
GLASGOW, C.2 
TELEPHONE: CENT, 9061 /2/3 


TELEGRAMS : “ SWAINSCOT ” GLASGOW 


| 


Facilities of the First Class for . 
Ships and Cargoes— 
Foreign and Coastwise 


* 


_ Write : General Manager and Secretary 


‘THE CLYDE NAVIGATION TRUST 


16 ROBERTSON STREET 
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COVER. THE 
NORTH 
OF 


SCOTLAND 


AND THE ISLES 
with the 


NORTH 
SCOTTISH 
GROUP 


OF || NEWSPAPERS 


The following Newspapers 
comprise the Group: 


BANFFSHIRE HERALD, Keith 
BANFFSHIRE JOURNAL, Banff 
BUCHAN OBSERVER, Peterhead 
ELGIN COURANT, Elgin 


FRASERBURGH HERALD, 
Fraserburgh 


JOHN O'GROATS JOURNAL, 
Wick 


NAIRNSHIRE TELEGRAPH, Nairn 
NORTHERN CHRONICLE, 


Inverness 
THE ORCADIAN, Kirkwall 
ROSS-SHIRE JOURNAL, Dingwall 


STORNOWAY GAZETTE, 
Stornoway . 


GUARANTEED CIRCULATION 


80,000 
Flat Rate 35/6 Per S.C. In. 


ONE ACCOUNT 


Full particulars from: 


WILL KITCHEN Jr LTD 


National Advertising Representatives 
131 FLEET STREET, E.C4 
Telephone ; Central 1960, 3133, 3754 
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How the world is being told of the 


| 


glories of 


Scotland 


Secretary, Scottish Tourist Board. 


ADVERTISING and general 

publicity in a great variety 
of forms are playing a vital 
part in making Britain one of 
the really great tourist centres 
of the world. 


Every year since 1946, when as 
a nation we became really con- 
scious of the importance of the 
traveller and holiday-maker to 
our national economy, fresh tour- 
ist records have been established. 
Last year close on 819,000 people 
were attracted from overseas 


| countries into Britain, and be- 


tween them they spent while here 
and on their fares the remarkable 
total of £126,000,000. Of this 
total a little short of £36,000,000 
was spent by visitors from the 
United States of America, making 


| tourism Britain's largest net dollar 
| earner for the year. 


| which still is not 


GENERAL ADVANTAGE 


There has long been a general 
misconception in the public mind 
that the pound or the dollar of 
the holiday-maker is a matter of 
prime interest only to the hotelier 
and the transport operator. What 
has never been appreciated, and 
sufficiently 
accepted, is the fact that the bulk 
of the money earned by the 
hotelier or the transport operator 
is passed on immediately to other 
trades and industries. The trans- 


| port operator must buy and main- 


tain operational stock,the hotelier 
must purchase goods not only to 
service the guests for whom he 
caters, but he must maintain the 
standard of his premises and be 
ready at all times to be the good 
host on behalf of the nation. No 
other single industry passes on 


| more of what it earns to other 


industries than the travel indus- 
try, and no other provides more 
work for other industries. 


Towards the end of last year 
the Scottish Tourist Board ob- 


| tained from 30 Scottish hoteliers 


| and boarding - house 


ONE ORDER-ONE BLOCK | 


keepers 
audited accounts of their income 
and expenditure. These accounts 
showed that in the purchase only 
of such essential commodities as 
bread, milk, butcher meat, fish, 
game, vegetables and grocery su 

plies, on laundry services and in 
furnishings and building repairs 
these 30 hotel and boarding-house 
keepers spent the remarkable sum 
of £274,524. There are over 
4,000 hotels and boarding-houses 
in Scotland and possibly at least 


20,000 in the whole of Britain, 
and if the expenditure of all these 
is on the same high level each 
year, the amount of money that 
must pass from this industry to 
others in the course of a season 
must be substantial. 

It is because of the very real 
appreciation which they have of 
the great value of tourist trade to 
the general economy of our coun- 
try that those directly associated 
with the industry are now doing 
everything in their power to make 
holiday-making one of the great 
industries of our country and to 
make Britain the Mecca of the 
world tourist. Every new tourist 
brought into our country is a 
potential customer for the goods 
of practically every industry we 
ossess. Every person, whether 
¢ be a bricklayer or an engine- 
driver, stands to benefit. 

it is for these reasons that 
huge sums are now being spent 
annually in a great world cam- 
paign to bring more and still 
more people here. Between 
. them, the leading tourist or- 
ganisations, the British Travel 
and Holidays Association, 
which is primarily responsible, 
with Government financial 
backing for the direction of the 
world publicity campaign, and 
the Welsh, Northern Ireland 


and the Scottish Tourist Boards 

are spending in the region of 

£1,000,000 each year on adver- 
tisements and publicity. 

The leading newspapers and 
magazines of the world are being 
used in an effective global cam- 
paign, each year millions of pieces 
of literature in a great variety of 
languages are being widely distri- 
buted, films in growing a 
and number are being produced, 
and radio and television are being 
effectively employed. 

Supporting this official cam- 
paign, travel and transport com- 
panies are issuing their own par- 
ticular invitation. Never before 
in our history has there been such 
a widespread and co-ordinated 
effort to gain for our country a 
fair and growing share of the 
tourist traffic of the world. 

Yet, despite all that is being 
done, much more could be accom- 
plished, and by those who stand 
to benefit most from a flourishing 
tourist industry, the manufac- 
turers of our goods, the ship- 
builders, the whisky makers, the 

roducers of our foodstuffs, and 

st, but not least, by those who 
conduct their advertising cam- 
paigns for them. 

Why shouldn’t each one of 
them, and especially those who 
are our chief exporters, extend a 
personal invitation to the world 
buyers of their goods to come and 
visit them, to meet the men or the 
women who make their goods, to 
see the factories and workshops 
where they are made, and, at the 
same time, see something of 
Britain’s beauties and enjoy some 
of her undoubted att ons? 


e HOW TO SELL ELECTRICITY ~—continuea 


of crop drying by electricity, 
which enables a farmer to dry 
and store his grain in perfect 
safety until the market price is 
suitable to him. 

The information from the 
Electrical Research Association 
station also forms the basis for 
informative pamphlets and books 
which are continually being pro- 
duced by the British Electrical 
Development Association. Their 
most recent publication is 
Electricity on the Farm, a very 
comprehensive and up-to-date 
survey of the benefits of electri- 
city in farming. This book deals 
in general terms with all aspects 
of farm electrification. 

More detailed and technical in- 
formation on each application of 
electricity on the farm is con- 
tained in a Farm Electrification 
series of handbooks now in 
course of production. All these 


pamphlets and booklets are avail- 
able free of charge at any Elec- 
tricity Service Centre. 

Films and lectures by specialist 


staff to Young Farmers’ Clubs 
play their own particular part in 
making known the value of elec- 
tricity on the farm, particularly 
to the younger generation of 
farmers. Each board has a 
number of film projectors which 
are available on request, along 
with a first-class selection of 
agricultural films produced by the 
British Electrical Development 
Association. 

Nor is the farmer's wife for- 
gotten. The boards encourage 
her to become conversant with 
all applications of electricity in 
her domestic duties and with the 
benefits electricity can introduce 
to her home. 

It could well be that the added 
comfort which electricity be- 
stows on the home, along with 
the relief from physical drudgery 
which it brings to work on the 
land, may become a deciding 
factor in arresting the townward 
drift of population which has so 
bedevilled many Scottish rural 
communities during this century. 
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ASKIT @ AIR FRANCE @ ANADIN @ BRITISH RAILWAYS @eeecerecteecoeeeeoeoeoenee ee ee © 


@ BRITANNIC ASSURANCE @ BELL’S WHISKY @ BURNS 
LAIRD LINE @ BEATTIE'S BISCUITS @ B.P, PETROL @ 
CUTICURA @ THOS. COOK & SON @ COGENT CIGAR- 
ETTES @ DECCA @ DOMECQ SHERRY @ DE LA RUE @ 


DOMESTOS @ ESSO BLUE @ EASTER ROSE TEA @ FER- 


GUSADE e@ GILBEY @e GRIMBLES VINEGAR @ GONZALEZ 
@ GUINNESS @ HENDERSON'S @ IRISH TOURIST BOARD 


@ KAMELLA @ LANG'S WHISKY @ MIL-PAR @ McFARLANE 


PATON @ MARSHALL'S FAROLA @ MARTELL @ NEILL'S 


YATE @ PITMAN @ PICTURE POST @ PAISLEY’S @ ROYAL 
FENTON @ ROTASCYTHE @ SHELL PETROL @ S.C.W.S. 
@ WHITE LABEL WHISKY @ YOUNGER’S BEER @ 


a few of 
Advertisers who rely 
on the unique pulling power 
in the Scottish Market of the 


GLASGOW OBSERVER 


19, WATERLOO STREET - GLASGOW, C.2 


ADVERTISEMENT MANAGER 


agency for national 
and international publicity 


NW Cottun A duertiuing 


(J. G. McCallum & Co.) 
21 CASTLE STREET, EDINBURGH, 2 
Tel.: CALedonian 7258/9 
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The Tweeddale Press 
Group 


The Largest Advertising Medium in the Borders, 


FOUR PAPERS FOR FOUR COUNTIES 


24,126 


* Audited Nett sale figure for period to 30th June, 1954: 


Berwick Advertiser—Northumberland. 
Southern Reporter—Selkirkshire, etc 
Border Counties Chronicle—Roxburghshire. 
Berwickshire Advertiser-—Berwickshire. 


*% A.B.C. figure next period. 


Head Office: 90 Marygate, Berwick (Tel 578) 
also at 53 High Street, Selkirk (Tel 2118 and 3258) 
2 Cross Street, Kelso (Tel 74) 
and 47 Castle Street, Duns 


London Representative 
Will Kitchen Junr. 131 Fleet Street, London, E.C.4 
Tel CENtral 1960, 3133, 3754 


KILMARNOCK 


(SCOTLAND'S MOST PROGRESSIVE TOWN) 


THE CENTRE OF ge 
AND AGRICULTURE 


AYRSHIRE 


ALSO HAS THE LEADING 
WEEKLY NEWSPAPER IN 
THE COUNTY 


The Kilmarnock Standard 


ESTABLISHED 1863 AND LIKE ANOTHER 
FAMOUS PRODUCT OF THE TOWN 
- “STILL GOING STRONG” - 


ABC. Certified Net Sales 


(for year ended 31st December 1953) 


24,064 


COPIES WEEKLY 


Office * Works 
3 Duke S$ 


treet, G Place, 
KILMARNOCK - Phone IIS - KILMARNOCK 
LONDON OFFICE : 
EDWIN GREENWOOD LTD. Thanet House, 231-2 Strand, 
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ADVERTISER'S WEEKLY—Scottish Supplement 


Did you hear about the shoe manufacturer who 
increased his sales by 50%, in twelve months? . . . 
or the travel agent who has increased his 
advertising expenditure by almost 100°, in less 
than three years? Then ask Mitchella who helped 
plan and operate these and other successful 
campaigns ! 


They know that a simple switch in advertising can 
often take a product off the slow track on to the 
express line. Mitchells know when to throw the 
switch... and how. 


MITCHELLS ADVERTISING SERVICE, LTD., 
Incorporated Practitioners in Advertising 


68 GORDON STREET, GLASGOW, C.!. 
Phone ; CEN. 1205/6, 


Steady Growth 


Che 


Ayrshire Post 


continues its steady rise in public 
favour, and maintains its position as 
the foremost county weekly in the 
Burns Country. 
+ 
A.B.C. Certified Net Sales 
(for half-year ended 30 June, 1954) 


22,763 


copies weekly 
e ‘ 
THE AYRSHIRE POST 
NILECOURT: HIGH STREET-AYR 
Telephons : AYR 3521 
LONDON REPRESENTATIVE 


CYRIL TUKE + 56 FLEET STREET - 
Telephone CITY 4259 


E.C.4 
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_ Rapid expansion of 
new industrial estates 


By W. C. KIRKWOOD, General 
Manager, Scottish Industrial Estates, Ltd. 


N THE last decade diversifi- 

cation of industry has been 
the aim of Scotland's planners. 
One of the agents in this work 
has been Scottish Industrjal 
Estates Ltd. 

This company was formed in 
1937 to implement the projects 
of the Commissioner for the 
Special Areas. To-day, as the 
agent of the Board of Trade, it 


builds factories and develops 
Estates under the terms of the 
Distribution of Industry Act, 


1945. It is a non-profit-making 
concern and its directors are men 
prominent in industrial, com- 
mercial and professional circles, 
who give their services volun- 
tarily. 


RATE oF GROWTH 


When the war ended there were 
four, Scottish Estates comprising 
one and a quarter million square 
feet of factory space. To-day, 
there are twenty of these in Scot- 
land and twenty-two individual 
factories, serving the employment 
needs of communities where the 
population do not warrant full- 
sized estates. In addition, thir- 
teen former Government factories 
have been acquired and adapted. 
This year, the chairman, Lord 
Bilsland, was able to announce 
that the total gross factory area, 
dene since 1937, now exceeds 

fteen and a half million square 
feet and that the direct employ- 
ment provided by the three 
hundred and sixty tenants is over 
sixty thousand. 

This is an impressive record, 
and the greater part of it has been 
achieved since 1946. Indeed, the 
annual average factory area made 
available in the past eight years is 
over one million eight hundred 
thousand square feet, or almost 
double the total development of 
the first eight years of the com- 
pany’s existence, 

During 1953 and the first six 
months of 1954 a feature of 
industrial estate development in 
Scotland has been the excep- 
tional number of extensions 
applied for by tenant firms. This 
indicates that there is now a solid 
core of well-established and 
flourishing industries on the 
estates and that the spectacular 
growth immediately after the war 
is being consolidated. In the last 
ten months, for example, there 
have been thirty-eight such 
applications for more production 
space representing five hundred 
and thirty thousand square feet 
of factory area. 


Last year new buildings, 
totalling eight hundred thousand 
square feet, were completed, in- 
cluding the Rolls-Royce factory, 
which the estate company built 
for the Ministry of Supply, at 
the new town of East Kilbride, 
and other projects in Greenock, 
Renfrewshire and Lanarkshire. 
Projects still under construction 
amount to eight hundred and 
forty thousand square feet and 
include extensions for eighteen 
firms. New factories have been 
started for International Business 
Machines Ltd., Sunbeam Electric 
Ltd., and Hayward Tyler Ltd., 
and Vertimax Ltd. 


Perhaps the most picturesque 
feature of the post-war develop- 
ment has been the fact that cighty 
per cent of the North American 
firms that have established fac- 
tories in Britain since the war 
have chosen Scotland. Equally 
significant is their record of de- 
velopment, The twenty-two com- 
panies involved were originally 
allocated just under one million 
square feet of space. To-day, as 
a result of fourteen of them 
expanding they occupy more than 
double that area and employ ten 
thousand Scots men and women. 


It is, of course, necessary to 
regard this industrial estate 
development in relation to the 
economic position of Scotland as 
a whole. It has not changed the 
character of the nation’s economy 
which has been and must con- 
tinue to be based on the heavy 
and other traditional industries. 
Nevertheless, +t has brought a 
degree of diversification which 
will help to smooth the curve of 
unemployment in the event of a 
trade depression. 


The percentage of unemployed 
insured workers is almost twice 
as great as it is in other parts of 
the United Kingdom, and there 
are new areas in Scotland de- 
veloping as further exploitation 
of natural resources spreads. 


There is, too, a strong need for 
the re-housing of many of the 
“slum factories,” in which many 
worthwhile, if small, concerns 
are producing less efficiently than 
they are capable of doing through 
their inability to afford modern 
premises. Accommodation on an 
annual rental basis would not 
only benefit them and contribute 
to the country’s prosperity, but 
would assist in the task of re- 
planning and re-building the 
industrial areas and would pro- 
vide healthier and more pleasant 
conditions for the employees. 
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How to advertise 


a laundry 


By JAMES T. JACK, Director 
Watson-Brown Advertising Ltd. 


LAUNDE= ARE apt to 
be as big a music hall joke 
as mothers-in-law. Button 
breaking and _ sheet - tearing 
machines only just remain 
within the realm of fantasy. 
Until quite recently most 
laundry bills carried a whop- 
ping surcharge on a price’list 
which the housewife did not 
realise had remained unaltered 
since early in the war. 

These were the circumstances 
in which we were invited to plan 
a publicity campaign for the 
largest single laundry unit in 
Scotland. 

Richmond Park Laundry pro- 
vides hand- and machine-finished 
laundry service, bagwash, and 
several allied services. The man- 
ager had no experience in the 
use of publicity, but was ready to 
try it not only to increase sales, 
but to maintain them. He had a 
story to tell, and hoped we would 
serve as an amplifier, 


CAMPAIGN THEME— 
‘REDUCED PRICES’ 


The Board of Trade in 1940 had 
allowed laundries a number of 
“permitted increases” on their 
price lists ruling at the time the 
measure was introduced, The 
B.o.T. then sanctioned the incor- 
poration of the total “permitted 
increase” in new price lists. This 
increase (over 100 per cent) was 
calculated as a percentage of the 


whole laundry bill for each 
customer, and its application to 
prices for individual articles, 


often only a few coppers, meant 
a slight reduction in the actual 
laundering charge for some 
articles. When we were brought 
into the picture the laundry man- 
ager was framing the new price 
list so that there would be a 
slight reduction in the price of 
more than half the articles 
laundered, giving a definite, if 
small, benefit to customers. 


The theme of the campaign 
was to be “Laundry reduces 
prices,” and superficially it was 


promising. The snags were: 


GOOD PHOTOGRAPHS 


look natural—tell the truth 
For good commercial and industrial 


photography in black and white or | 


colour consult 


HISLOP & DAY LTD. 


Block makers in line, half-tone and 


colour. 
Commercial artists and photographers. 
9 Albany Street 
EDINBURGH 1 
Telephone: 30051. 


@ The new prices of individual 
items would be about double 
what they were in the current 
(1939) price list. 

@ A laundry parcel containing 
only shirts, collars, sheets 
and towels (laundry staples) 
would show a saving of only 
about 2d. in 5s. 

@ The attitude of housewives 
to laundries was such that 
they might treat the news 
with complete distrust. 

Apart from these specific 
aspects, a more general worry to 
us was how to ensure action by 
any housewife who was 
interested, Laundry service is a 
very personal business, involving 
regular use rather than frequent 
trial. The difficulty of obtaining 
trial work was increased by the 
physical presence of a laundry 
carman on the doorstep; most 
housewives would find it hard to 
refuse him on the second call, and 
so would avoid initiating the first. 

In addition, it is notoriously 
difficult to get anyone, house- 
wives particularly, to write in 
response to a local advertisement 
of this nature—and very many 
working class housewives are 
scared of the telephone. 

Despite these qualifications, 
we did have a copy theme un- 
likely to be equalled for a long 
time. 

We decided on a brief press 
advertising campaign in Glasgow 
evening newspapers. Six-inch 
double columns, bold, black and 
resolute, with a good deal of 


copy, would appear over two 
weeks. Panels for Day-Glo 
the 


pores were prepared for 
aundry’s vans and a press visit 
to the laundry was arranged. 

On the day of the Board of 
Trade announcement, editorial 
coverage was good, The press 
visit to the laundry was men- 
tioned favourably, with the name 
given in one paper. Some 40 
laundry vans and shops carried 
posters in Day-Glo (then still a 
novelty) to punch home the 


message “Richmond Park—The 
laundry that has reduced its 
prices.” 


Reach the Countrywomen of Scotland, 
fine cooks and keen craftswomen, 
through 


“SCOTTISH 
HOME AND COUNTRY” 


The Magazine of the Scottish Women's 
Rural! Institutes 
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* Net Sales : 13,587 monthly 


Head Office: 65 Renfield Sc, Glasgow. 
London Office: 30 Fleet Street, E.C.4. 


“a The 
DUMFRIES 
and GALLOWAY 


STANDARD * 


has the 


LARGEST 
CIRCULATION 
of any Newspaper 
in the 
SOUTH OF 
SCOTLAND 
and the LOWEST rate 
per inch per 1000 copies. 


It is the only Newspaper 
printed and ublished = in 
DUMPRIES. 


Ask for Specimen Copy, Rate 

Card, and Map showing where 

the “Standard” circulates. 

HEAD OFFICE: 

133 High Street, Dumfries, 
Tele phone | 

BRANCH OFFICE: 

Castle Seem, Kirkcudbright. 


LONDON OFFICE: 


E. Greenwood, Ltd., 231-2 
Strand, W.C, 

Telephone, City 5906-8. 
pF] 
Oldest 
Established 
Family 
Newspaper 

IN 

MOTHERWELL 

AND WISHAW 
(Pop. 65,000) 


In this, the third largest 
Burgh in Scotland, new 
light industries are under 
way and old industries 
are working to capacity. 


To reach this prosperous 
area advertise in 


“The Wishaw Press 


& Advertiser” 
incorp. ‘* The Wishaw Herald ’’ 


A.B.C, NET SALE, 
JAN. to DEC., 1953, 
11,404 COPIES PER ISSUE 


Head Office: 
96 MAIN ST., WISHAW 
Represented in London by 
Will Kitchen Jr Ltd 
131 FLEET STREET, E.C.4 


Telephones: 


CENtral 1960, 3133, 3754 


===8 


PETER A, 
MENZIES 


ADVERTISING 
Incorporated Practitioners 


STREET 

DOUglas 2354-5 
TH STREET 
Telephone: DOUglas #407 


EDINBURGH 
13 GEORGE STREET 
Telephone: CENtral 4710 
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ADVERTISER’S WEEKLY—Scottish Supplement 
% To Cover 
NORTH AYRSHIRE and THE ISLE OF ARRAN 


advertise in 


Che Ardrossan and Saltenats Gerald 


ESTABLISHED (853 


TROON AND PRESTWICK TIMES 
IRVINE AND FULLARTON TIMES 


PUBLISHED ON FRIDAYS 
Member of $.P.A.N. group 


Editions 


London Agent : EDWIN GREENWOOD LTD., 23) STRAND, LONDON, W.C.! 
ARTHUR GUTHRIE & SONS LTD., HERALD OFFICE, ARDROSSAN 


ATOMIC POWER 
STATION 


The world's biggest Atomic Power alert 

Station is to be built in Caithness— 

preliminary work is going ahead. agent 
The knows 


JOHN O’GROAT 
JOURNAL 


covers this area and is 
THE LEADING NEWSPAPER | 
FOR THE 
NORTH OF SCOTLAND 
(Established 1836) 


Every Friday — Price 3d 


Phone : Wick 29 
Tels. : journal, Wick 


Rate Card from The Manager. 
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STIRLING 
OBSERVER 


series 
(A.B.C. 16,542) 


COVER CENTRAL 
SCOTLAND 
Rates from 
Will Kitchen Jr. Ltd. 


13} PLEET STREET 
or publishers 40 Craigs, Stirling 


For best 
coverage of the sports and 


entertainment-minded 


public. 
‘““What’s On”, 


634, Sauchiehall Street, Glasgow, C.2. 
Phone: Dou. 1106 


to THE NORTHERN TIMES 
Golspie, Sutherland. 


The paper which reaches every home 
in this vast northern county of Scotland 
with its widespread interests of farming, 
| crofting, fishing, weaving, coal mining, 
whisky distillery. An admirable field for 
mail order business. 


cover 


EAST FIFE 
ask 
WILL KITCHEN Jr. LTD 


13) FLEET ST., E.C.4 CENTRAL 3754 “ The Northern Times ” is the - 
about newspaper publishe in Sutherland, 
| and besides it finds its way to the south 
THE | and abroad where many Sutherland 
“ exiles " want to keep in touch with what 
PoFE HER is doing in this crofter county. 
Eerabliched 1022 series | RATE CARD ON APPLICATION 
Publishers ; }. & G. INNES LTD Every Friday—Price 3d. 


20 Crossgate Cupar . Fife | Phone: Golspie 15 Grams: Times Golspie 
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‘Laundry advertising 


Requests for laundry service 
came by telephone, by post, from 
the shops and from the car men 

-but only in a trickle. The cost 
per inquiry worked out at about 
£? 


We had proved a negative 
point—you can't sell laundry 
service by shouting, no matter 
how good your line of talk. 

Within four weeks we had 
proved the positive—you can 
sell laundry service on the 
doorstep. 

The laundry car men (who are 
paid a wage plus commission), 
had always canvassed in a hap- 
hazard way. If this canvassing 
could be given method and 
regularity, we saw a chance of 
really valuable results emerging 
from the press campaign. Before 
the advertisements appeared, the 
car men were provided with new 
rice lists and facsimile letters 
rom the laundry manager, and 
offered cash prizes for the biggest 
numbers of new customers 
within three months. 


DOOR-TO-DOOR 


Each day for a week, from the 
time the press campaign broke, 
they dropped a letter and price 
list through 20 doors in one com- 
pact neighbourhood on the day's 
run, noting the addresses. In the 
second week they canvassed 
these houses, and dropped a 
further 20 pieces daily: 20 car 
men were canvassing five days a 
week, and the best were obtain- 
ing 10 per cent results. They 
reported that the advertisements 
had been seen widely, but an 
actual call had been necessary to 
secure business. 

They also reported the reac- 
tion of existing customers to the 
press campaign. A few thought 


that too much song and dance ~ 


had been made over price reduc- 
tions which hardly affected the 
main articles sent. Most cus- 
tomers were pleased at an 
attempt, however slight, to cut 
the cost of living, and a surpris- 
ing number were delighted that 
their laundry had been in the 
news, 

This was most encouraging as, 
having initiated a steady drive 
for new customers, we were now 
lanning for increased business 
rom the regulars. Apparently, 
while housewives generally had 
no good word to say for 
laundries, the individual house- 
wife had some feeling of loyalty 
and goodwill to her own laundry. 
To build up this goodwill, we 
decided on a quarterly facsimile 
letter from the laundry manager 
to covery customer. The osten- 
sible purpose would be to put 
over administrative points such 
as correct listing, sending early 
before busy periods, etc., and the 
long term object to establish the 
point that the laundry honestly 
tried to serve its customers well. 

Reports from car men and 
actual letters from customers 
have shown that these letters 
were appreciated. 


It is difficult 


One of the leaflets used in the 
campaign to build goodwill. 


to see a positive result from 
them, but wastage of customers 
has not increased. 

On the question of more 
business from regular customers, 
both we and the laundry mana- 
ger felt that there was little hope 
of any substantial increase in 
the average value of laundry 
arcels. e obvious direction 
or effort was the supplemen- 
tary services provided by the 
laundry, with the convenience 
of van collection and delivery. 
These services were named 
(Bandbox cleaning, Richmond 
dyeing, steamwash, shoe service, 
etc.) where they could bear a 
name, and a special label was 
designed for each. 

The standard of all the services 
was high, and it appeared that 
only ignorance of them prevented 
greater use by customers. 

We decided that a monthly 
leaflet inserted in the returned 
laundry parcels, supported by van 
posters, would be the cheapest 
way of overcoming this ignorance 
and stressing the convenience of 
van collection. Because laundry 
profit is made up of fractions of 
a penny on thousands of articles, 
printing costs had to be kept 
down to about Is. 6d. per 100 for 
leaflets. These were normally six 
by four, one colour, one side 
only, with a run of 15,000 to 
20,000. Results for the supple- 
mentary services were excellent 
and immediate. 

The word “we” in this report 
should generally be taken to 
mean both ourselves, the agency 
and the laundry manager. Co- 
operation had to be close, and it 
is difficult to recall from which 
side many of the ideas came. We 
were fortunate in finding a new 
advertiser who so quickly appre- 
ciated the. importance of slanting 
everything from the customer's 
point of view. 
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Figures from the IPA. , 


a a 
Survey of Readership Weq 


PERCENTAGE OF ADULT POPULATION 
AREA READING PROVINCIAL MORNINGS 


a aa, 


NORTH & N.E. ENGLAND 11% ’ q- 
H.W. ENGLAND 12% Icugqest the 


noe 2% Butter 
$.W. ENGLAND & WALES 3 % AG S. 


LONDON & S.E. Less than 0.5% 


COMPENSATE FOR THIN NATIONAL MORNING 
COVERAGE IN SCOTLAND — INCLUDE 


The ”Y, “ 


Y/ 


SCOTLAND’S DAILY PICTURE PAPER 
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Whatever your Banking needs may be, The Commercial Bank 


of Scotland is in a position to meet them. The Bank’s services 
are available at over 300 Branches and Sub-offices in Scotland 


and three offices in London. 


THE 


COMMERCIAL BANK 
OF 


SCOTLAND LIMITED 


HEAD OFFICE: 
14 GEORGE STREET: EDINBURGH 


GENERAL MANAGER : 
IAN WILSON MACDONALD 


Published by the Proprietors, BUSINESS PUBLICATIONS Ltd., at their office at 180 Fleet Street, London, E.C.4 (Phone : Chancery 8844.) 
August 26, 1954. Printed in England by St. Clements Press Ltd., Portugal St., Kingsway, London, W.C.2. 
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